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To get his share of the advertising that will be done 
during the era of prosperity that is at hand the wise and 
efficient newspaper publisher will take every available oppor- 
tunity to let advertisers know what and where his paper is, 
what sort of people it reaches and how many of them. 

To do this in the most expeditious, effective and econom- 
ical manner, his story should be told in PRINTERS’ INK. 

All advertisers everywhere read PRINTERS’ INK. 
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In Making up your Schedule 
For the coming year if you value business outside 
the large cities . . . . 
’ 
Don’t Jump OVeEF the local country paper. 

That the country weeklies are fast being utilized by thinking and far- 
sighted advertisers, is strong evidence that the class of people living in the 
smaller places are most desirable folks to talk to. They are responsive 
and reliable, and their*local newspaper is the particular medium they trust 
in and pin their faith to. 

Thousands of country people never read any other newspaper than the 


one published in their own town, and if your ad is not in their paper they can 





know nothing about you or your goods. 





There are 1,600 of these local papers on the Atlantic Coast Lists. 
They reach weekly one-sixth of all the country readers in the United States. 
Catalogue and estimates for the asking. 


ATLANTIC COAST LISTS, 
134 Leonard Street, New York. 
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THE BEST DAILIES—II. 


THE LITTLE SCHOOLMASTER CONTINUES 
ITS ADVERTISING KINDERGARTEN. 








Herewith is presented the second in- 
stallment of the discussion PRINTERS’ 
Ink had with a few of his favorite 
pupils the other day, the subject being 
the selection of the one best daily news- 
paper in every State. The pupils pres- 
ent were A, B, C, Dand E. For the 
first portion of the conversation see 
PRINTERS’ INK of November 18. 

MINNESOTA, 

P. I. In Minnesota. 
best daily there ? 

A. Minneapolis Evening Journal. 

B. I don’t know—Minneapolis 
Evening Journal. 

C. Minneapolis Evening Journal. 

D. I don’t know. 

E. St. Paul Pioneer Press because of 
its reputation and influence. 

P. I. Supposing the Minneapolis 
Journal to be the best paper in Minne- 
sota for an advertiser to use, what St. 


What is the 


Paul paper will give an advertiser best 


service for his money ? 

A. Dispatch. 

B. Pioneer-Press. 

C. Pioneer-Press. 

D. Pioneer-Press. 

A. I don’t believe that the circula- 
tion of all the other papers in St. Paul 
taken together equals that of the Dis- 
patch. 

MISSISSIPPI. 

P.I In the State of Mississippi. 
What is the best daily? 

A. I don’t believe there is a daily 
paper in the State that amounts to any- 
thing. 

B. Vicksburg Herald is the best and 
that is very poor. 

C. Vicksburg Herald. 

D. Vicksburg Herald. 

E. Vicksburg Herald. 

MISSOURI. 

P. I. Missouri What is its best 
daily ? 

A. St. Louis Globe-Democrat. 
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B. Republic. 
C. Globe-Democrat. 
D. Globe-Democrat. 

E. Globe-Democrat. 

A It is a mighty strong paper. 

P. I. How about the Post-Dis- 
patch? 

A. I should place the Post-Dis- 
patch as fourth in the list. 

P. I. Where would you place the 
Chronicle ? 

D. Third. 

P. I. What would you place as 
second ? 

A. The Republic. 

B. Globe-Democrat. 

C. Seems to me it is a question 
whether second place should be given 
to the Kansas City Star or the St. 
Louis Republic. 

E. Kansas City Star is the second 
best daily in Missouri. 

MONTANA. 

P. I. In Montana. Which is best? 

A. Anaconda Standard. 

B. Anaconda Standard. 

C, Anaconda Standard. 

D. Anaconda Standard. 

E. Anaconda Standard. 

P, I. If there is any other paper in 
Montana that might be considered in 
this connection, what is it? 

A. Helena Independent. 

B. ‘that is a very good paper in 
Helena. 

D. That is the Independent. 

B. I think it is almost as important 
for Montana as the Anaconda Stand- 
ard, 

A. But it don’t begin to have as 
large a circulation as the Anaconda 
Standard. 

NEBRASKA, 

PT In Nebraska. 
best daily there? 

A. Convict number 15. 

Bb. Omaha Bee. 
>, Omaha Bee. 

D. Omaha Bee. 
E. Omaha Bee. 
P, I, Is there any other paper in 


What is the 
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Nebraska that comes pretty near to 
the Bee? 

A. I should say maybe the Lincoln 
Journal. 

B. How about the Omaha World- 
Herald ? 

A. I should place it third. 

C. The World-Herald is second. 

NEW HAMPSHIRE. 

P. I. In New Hampshire. 
is the best daily ? 

A. Manchester Union. 

B. Manchester Union. 

C. Manchester Union. 

D. Manchester Union. 

E. The Manchester Union has been 
recently’ unfortunate, but probably 
still leads by a reduced majority. 

NEW JERSEY. 
I. In New Jersey what ? 
Newark News. 
Newark News. 
Newark News. 
Newark News. 
If you were asking about weekly 
papers I should say the Sunday Call of 
Newark. 


Which 
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NEW YORK. 

P. I. In New York ? 

A. Well, notwithstanding the fact 
that it don’t begin to have as large a 
circulation as some other papers, I 
should say the New York Herald. 

B. Sun. 

C. New York Sun. 

D. The choice in my mind is be- 
tween the Post and the Herald. I 
think an advertiser gets a more choice 
circulation in the Post. 

B. I should rather have 1,000 of the 
Post’s subscribers than 20,000 of the 
Herald’s. I should rather have $10,000 
in the Post than $20,000 in the Herald. 

P. I. No one has mentioned the 
World. Did you forget the World ? 

E. For good results the World easily 
proves its superiority to any one of 
them all. 

B. I think its circulation is largely 
in the junk shops. 

D. I don’t believe the World carries 
any weight. 

P. I. What about the Journal—the 
morning Journal ? 

A. The Morning Journal is undoubt- 
edly fast coming into prominence. 

B. Its circulation is too uncertain. 
We cannot tell what it will be next 
week. 

C. We must wait before we can as- 
sign it a position. 

A. I think it is suffering from poli- 
tics at present. When it gets down to 


some kind of a basis we will know 
more about it, It has started out to 
be an excellent paper. 

P. I. Noone has said anything about 
the News. 

A. I did not consider the News at 
all. 

B. I am inclined to think the News 
is a good paper to reach the masses in 
New York City—better than even the 
World. I think their circulation is 
good hard rock bottom and no other 
a can take it from them. 

No one has mentioned the 
Tribune. 

A. There is no question that the 
Tribune is a high-class publication, 
but its circulation is very limited, in 
my opinion 

NORTH CAROLINA, 

P. I. How about North Carolina ? 

A. There is not any daily paper of 
much account in that State. 

B. There is no one paper to be 
named 

C. I think you meet with the same 
condition in North Carolina that you 
do in Mississippi. 

D. I can think of no good daily in 
North Carolina. 

E. The best is the Raleigh News 
and Observer, and a fairly good pa- 


per. 
NORTH DAKOTA. 

P. I. North Dakota. What paper 
shall we name there? 

A. I don’t know. 

B. I think there is no very good pa- 
per there. The Fargo Forum is the 
best. 

D. I think of no paper. 

E. Fargo Forum. 

OHIO. 

P. I. In Ohio. What is the best 
daily ? 

A. I should say to reach the masses 
the Cincinnati Post. 

B. Cincinnati Enquirer. 

C. Cincinnati Enquirer. 

D_ Cincinnati Enquirer. 

E. Cincinnati Enquirer. 

A. I believe that the Cincinnati En- 
quirer has a smaller circulation than 
any daily published in that city, with 
one exception. 

C. I say Enquirer simply because I 
know the Enquirer has a more aggress- 
ive way about it than any other paper. 
It makes the Columbus papers, for in- 
stance, hustle and watch it. 

P. I. How about the Commercial 
Gazette ? 

A. That is the Commercial Tribune 
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now. I consider the Cincinnati Com- 
mercial Tribune way ahead of the En- 
quirer. 

B. I think the second best paper in 
Ohio is the Cleveland Leader. 

C. So do I. 

A. The Cleveland Leader has a 
small circulation. I think the Cincin- 
nati Enquirer rates are altogether too 
high. 

B. The rates in the Post are low. 

A. It is said of the Enquirer that 
it charges foreign advertisers twice as 
much as it does local advertisers or 
nearly so. 

P. I. It would seem that the En- 
quirer has learned that people like to 
have it ‘“‘rubbed in,” and does business 
on that plan. Is that your idea of it ? 

Yes. 
C. Still, we are not now discussing 
rates. We are discussing the best 
paper. 
D. Price should be taken into con- 
sideration. 
OKLAHOMA. 

I. What about Oklahoma? 

. I have no opinion. 

. IT have not. 

. Guthrie State Capital. 

. Guthrie State Capital, of course. 
OREGON 

I. Now we come to Oregon. 

. Portland Oregonian. 

. Portland Oregonian. 

Portland Oregonian. 

. Portland Oregonian. 

. Same. 

I. Would you think that the Port- 
land Oregonian is worth more to an 
advertiser than all the other papers of 
Oregon put together? 

A. All the other daily papers of Ore- 
gon put together, yes. 

P. I, Would you go so far as to say 
that it was worth more than all the 
other papers of Oregon and Washing- 
ton put together ? 

A. No. 
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PENNSYLVANIA. 

P. I. In Pennsylvania. What paper 
shall we name? 

A. Philadelphia Record. 

B. Philadelphia Record. 

C. Philadelphia Record. 

D. Philadelphia Record. 

E. Philadelphia Record. 

P. I. What do you think is the sec- 
ond best daily in Pennsylvania ? 

A. Inquirer. 

B. Ledger. 

C. Public Ledger 

D. Inquirer. 


E. Public Ledger. 

P. I. What would you put third? 

A. Press. 

B. Inquirer. 

C. Item. 

D. Press. 

A. I consider the Item a ‘‘fake” and 
always have. 

RHODE ISLAND. 

P. I. Rhode Island. What is the 
best paper ? 

A. Providence Bulletin. 

B. Providence Bulletin. 

C. Providence Bulletin. 

D. Providence Bulletin. 

P. I. How about the Providence 
Journal ? 

A. It is the morning edition of the 
Bulletin and has a much smaller circu- 
lation, but exerts a wide influence. 

SOUTH CAROLINA. 

P. I. South Carolina. What about it ? 

A. There is not a first-rate paper in 
the State, but I should name, such as 
it is, the News and Courier of Charles- 
ton. 

B. News and Courier is a very good 
paper. 

C. I think the Charleston News is 
a good paper—the best. 

D. The News and Courier is a 
pretty good paper. 

*. Charleston News and Courier. 
SOUTH DAKOTA. 
I. In South Dakota? 
. Sioux Falls Press. 
. Yes, Sioux Falls Press. 
I don’t know, sir. 
. I don’t know, either. 

E. Sioux Falls Press. 

TENNESSEE. 

P. I. Tennessee. What paper is 
best ? 

A. I should say the Memphis Com- 
mercial Appeal. 

B. Memphis Commercial Appeal. 

C. Memphis Commercial Appeal 
without doubt. 

D. And the Nashville paper second. 

P. I. Which of the Nashville papers 
do you name as second in importance? 

D. ‘The American. 

E. Memphis Commercial Appeal is 
the best of all. 

P. I. If not the Memphis Commer- 
cial Appeal then what ? 

. Nashville Banner. 
. Nashville American. 
Nashville American. 
Nashville American. 
TEXAS. 
I. Texas. Whatis the best 1? 
. Dallas News. _— 
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B. Dallas News. 

C. Dallas News. 

D. Dallas News. 

E. Dallas News. 

P. I. How about the Houston Post? 

A. If what its special agent says can 
be believed it is the best paper in the 
entire South. 

P. I. What about the Galveston 
News? ; 

A. Ithink the Galveston News is quite 
as good a paper as the Dailas News, 
but its circulation is very much smaller. 

UTAH. 

P. I. In Utah? 

A. Take the Salt Lake Tribune. 

C. Salt Lake Tribune. 

E. Salt Lake Tribune. 

VIRGINIA 

P. I. Virginia. Which is the best 
Virginia daily? 

. Richmond Times. 
Richmond Dispatch. 
Dispatch. 
. Dispatch. 
. Dispatch. 

WASHINGTON. 
I. In the State of Washington ? 
. Seattle Post-Intelligencer. 
Seattle Post-Intelligencer. 
Spokane Spokesman-Review. 
. Post-Intelligencer. 
. Post-Intelligencer. 

WEST VIRGINIA. 

P. I. In West Virginia? 

A. I do not think there is any choice 
between the Wheeling Register and 
the Intelligencer. 

B. I don’t know. They are both 
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poor. 

C. Wheeling News. 

D. I don’t know which to select. 

E. Register. 

WISCONSIN. 

P. I. Wisconsin. What shall we say 
here? 

A. The Evening Wisconsin is the 
best known, but I think the Journal is 
the better paper. : 

B. Evening Wisconsin. 

C. Evening Wisconsin. 

D. Evening Wisconsin. 

E. Evening Wisconsin. 

P. I. How about the Milwaukee 
Sentinel ? 

A. I should place it third in im- 
portance. 

B. Second. 

C. I should say third. 

D. Third. 

WYOMING. 
P. I. Wyoming ? 
B. You may as well omit Wyoming, 
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as there is not a good paper in the 
State. 

E. The Cheyenne Sun-Leader is 
the best, and itisa very neat looking 


paper. 
NEW MEXICO. 

P. I. How about New Mexico? 

A. I think the same thing applies 
there. 

E. Albuquerque Democrat. 

ALASKA. 

P. I. Alaska? 

B. There are only three papers in 
Alaska. 

A. There is no paper of any account 
there. 

ARIZONA. 

P. I. Arizona? 

B. There is no paper of any ac- 
count in Arizona. 

FLORIDA. 

P. I. In Florida. What is the best 
paper ? 

. Jacksonville Times-Union. 

. Jacksonville Times-Union. 

. Jacksonville Times-Union. 

D. Jacksonville Times-Union. 

E. Jacksonville Times-Union. 
IDAHO. 

A. There is not any paper of im- 
portance in Idaho. 

B. Nothing of any account—Boise 
City Statesman. 

INDIAN TERRITORY. 
P. I. Indian Territory ? 
A. Nothing of any account there. 
LOUISIANA. 

P. I. In Louisiana ? 

A. New Orleans Times-Democrat. 

B. New Orleans Times-Democrat. 

C. New Orleans Times-Democrat. 

D. New Orleans Times-Democrat. 

E. New Orleans Times-Democrat. 

P. I. What would be second ? 

A. Picayune. 

B. Picayune. 

C. Item. 

D. Picayune. 

E. Picayune. 

MARYLAND. 

P. I. What is the best Maryland 
paper? 

A. Baitimore American. 

B. Baltimore Sun. 

C. Baltimore Sun. 

D. Baltimore Sun. 

E. Baltimore Sun. 

A. The trouble with the Sun is it 
cannot be used by the advertiser to ad- 
vantage because its rules do not per- 
mit of any display. Were it not for 
that fact I should also name the Sun, 
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NEVADA. 
P. I. Nevada. What about Nevada? 
A. There is no paper of any conse- 
quence in Nevada. 
B. Nothing there. 
E. Virginia City Chronicle. 
NEW MEXICO. 
P. I. New Mexico? 
B. Nothing there. 
VERMONT. 
P.I. What shall we say for Ver- 
mont ? 
A. Burlington Free Press. 
B. Burlington Free Press. 
C. Burlington Free Press. 
D. Burlington Free Press. 
E. Burlington Free Press. 
BRITISH COLUMBIA. 
P. I. What in British Columbia ? 
A. There is nothing there that I 
consider worth anything. 
MANITOBA. 
I. How about Manitoba? 
. Winnipeg Free Press. 
Winnipeg Free Press. 
Winmipeg Free Press. 
. Winnipeg Free Press. 
. Winnipeg Free Press. 
NEW BRUNSWICK. 
I. In New Brunswick? 
. St. John Globe. 
St. John Sun. 
I don’t know anything about it. 
NORTHWEST TERRITORIES. 
I. In the Northwest Territories, 
? 
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what ? 
A. There is nothing there. 
NOVA SCOTIA. 
P. I. In Nova Scotia, what shall we 
say? 
A. Halifax Chronicle. 
C. Halifax Chronicle. 


ONTARIO. 

P. I. In Ontario ? 

A. I do not think there is any choice 
between the Mail and the Globe of 
Toronto. 

B. Toronto Globe. 

C. Toronto News. 

D. Toronto Globe. 

E. Toronto Globe. 

QUEBEC. 
I. In Quebec, what is best ? 
Montreal Star. 
Montreal Star. 
Montreal Star. 
Montreal Star. 
Montreal Star. 


‘ SMATTERING.” 


One of the great faults of the ama- 
teur and occasional advertiser is 
summed up inthe word ‘‘ smattering.” 
Instead of making a stand and concen- 
trating his force, he cannot resist the 
temptation to dabble in everything that 
offers. The result is that, instead of 
making a wholesome impression on a 
limited number of people, he makes a 
very weak impression, if any at all, 
among a great number. It would be 
much better for his pocket to educate 
a hundred people thoroughly as to 
what he has than to give ten thousand 
a mere smattering of his business. 
Where one has a limited appropriation 
for advertising, results will be better, 
nine times in ten, by concentrating this 
upon a particular point and endeavor- 
ing to capture that before attacking 
the entire field.—Business Journal. 
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WHAT is left unsaid is sometimes 
the most eloquent part of an ad. 








AN UNDESIRABLE TRANSFORMATION. 





—N. Y. Herald. 
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ADVERTISING ON WRAPPERS 
AND PACKAGES, 
‘By Jobn C. Graham. 

If I werea storekeeper I would never 
allow a package to leave my store with- 
out an advertisement inside of it— 
something for the shopper to read when 
he, or she, got home—a card, circular, 
booklet or something. And I would 
change the matter of it every month, 
every week, or oftener if I could. 

Is it generally known that people 
don t care,about carrying parcels that 
have advertisements on the outside? Is 
it not becoming generally known that 
the shrewdest shopkeepers now order 
their wrapping clerks to reverse the 
packing paper so that the name and ad- 
dress of the store is ‘zside instead of out? 

Knowing that the parcel is going 
right into the home, is it not a good 
opportunity for the enterprising mer- 
chant to introduce his advertising free 
of cost? A neat circular or booklet 
would fill the bill nicely. Failure to 
put advertising matter in customers’ 
parcels is a lost opportunity. 

Wrappers for parcels and designs 


THE BEST 





ARE REACHED VIA THE ~ 





for package labels are usually inartist- 
ic in effect and barren of much infor- 
mation. Even those who persist in 
advertising on bags and wrappers ought 
to have better matter thereon, and 
change it oftener. That kind of ad- 
vertising should be more than a busi- 
ness card, and first-class in its prepara- 
tion, because it costs nothing to place 
or distribute. But, whatever advertis- 
ing there may be on the outside of a 
wrapper or package, there is always 
ample room to stow away on the zmside 
of it plenty of readable and serviceable 
advertising matter. And the wonder 
is that more merchants do not avail 
themselves of these free advertising 
opportunities. 
pila cot 
AN EXCEPTION. 
Friend—This fellow says, ‘*No art can 
succeed that is not based on truth, beauty 
and probability.” 
Artist— That was before the poster craze. 
— The Symposium. 
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WIFE STUDIES THE ADS, 
Gabbage—Are you, as a business man, a 
student of advertising? 
Traderly—I can’t say that I am, but you 


ought to see my wife! 
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NORTH-WESTERN LINE 


For illustrated pamphlets and full in- 
formation apply at Gity Ticket Office 


208 CLARK STREET 


GHIGAGO, ILL. 


AN advertisement that is calculated to make the desk-worker sigh for 
the delights of a more primitive existence. 
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MAKING A HALF-TONE. 


A glass screen with diamond. 
scratched lines, ruled at right angles 
so closely together that the spaces can 
hardly be distinguished, is placed one- 
eighth of an inch in front of the sensi- 
tive plate in the photographic camera. 
Locked through, the effect is much 
the same as gazing through a sieve. 
These lines reappear in the half-tone 
engraving when printed. 

The photograph, or wash drawing, 
from which the photo-engraving is 
taken, is photographed in the usual 
way and with the usual sensitive plate, 
with the previously described screen in 
the camera between the plate and the 
picture. This produces a negative of 
the picture, showing the fine cross lines 
represented by clear glass. Now, in 
order to have the same position of the 
object in the engraving as in the origi- 
nal, the film of the negative is treated 
to one or two coats of collodion, which 
gives it a sufficient consistency to per- 
mit of its being removed. This film 
is transposed to the opposite side of 
another glass. After careful mount- 
ing, this new negative is ready to be 
used as a medium for printing on the 
zinc plate. 

The face of the plate is buffed to the 
highest degree of polish, then coated 
with a solution of albumen and gela- 
tine, then sensitized with bichromate 
ammonia. It is then dried and placed 
in the printing frame, the coated side 
next to the negative film. The case 
is then exposed to the sun or light 
three to five minutes, or to an electric 
light for fifteen to twenty minutes. 
The light passes through the heavy 
inch thick glass of the printing frame, 
then through the negative, striking the 
sensitized plate, and decomposing the 
chemicals wherever it may fall. 

Where the plate is protected by the 
shadows and half-tones of the negative, 
the sunlight has less effect, and where 
the shadows are dense it has no effect. 
This plate is then removed from the 
frame in a dark room, and carefully 
washed under running water for sev- 
eral minutes, then dried and heated 
until the picture appears of a dark- 
brown color. The back of the plate 
is rubbed with wax while hot, to pro- 
tect it from the etching solution, which 
is made from perchloride of iron. 

The picture on the plate is acid 
proof, and the etching solution eats 
only where the plate is unprotected— 
that part which is blank in the finished 
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engraving. The plate is allowed to 
remain in the acid bath for about fif- 
teen minutes, or until sufficient depth 
is obtained. It is then washed and is 
ready for the router and the printer.— 
Paper World. 


——— +or 
TRUE IN ADVERTISING. 

Wise spending is true saving. It is 
as easy to waste by being miserly as 
by being extravagant. Economy has 
no more to do with holding fast than 
with letting go.. Economy is simply 
good management—getting the most 
out of everything. So a large ex- 
penditure may be more economical 
than a small one, even though it may 
seem less so. Five dollars spent on a 
chimney flue may be worth five thou- 
sand to a house by preventing a con- 
flagration. One of the sure ways to 
waste our energies is to spend too little 
of them. A little more energy, a little 
more time, may double the results.— 
Sunday School Times. 
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Ruth and 
Naomi— 
The DeLONG 
Patent Hook 
and Eye. 


See that 


hump? 





OF ten intelligent people who read 
this advertisement at the Little School- 
master’s request, but three knew what 
it meant. ‘‘I suppose,” Said one of the 
three, ‘‘that it means the De Long 
Hooks and Eyes cleave to each other 
as did Ruth and Naomi, but I am not 
certain.’’ If only thirty per cent of 
the people reading an ad can make 
out what it means, how many people 
will it convince? No doubt the idea 
itself is excellent, but a little more 
elaboration would make the advertise- 
ment intelligible to many who have 
failed to catch its meaning. 
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It Speaks 


The Oregonian’s building 
speaks for The Oregonian, 
It was built by the same 
men whose _ enterprise 
built up the great paper. 


It Talks 


The field The Oregonian 
covers is its best recom- 
mendation. A glance at 

















The Oregonian will show THE. OREGONIAN’S BUILDING. 
i i inest 
why it holds this field. Won of Gils. ing 
Daily, 
Sunday and ae IT HAS NO COMPETITOR AS 
Weekly THE ONE PAPER OF GENERAL 
Editions. || CIRCULATION IN ITS FIELD. 
ITS FIELD 
| verse Population 
PORTLAND (Orricua.) - - 81,342 E, G. JONES, 
PORTLAND’S SUBURBS . 17,800 IN CHARGE OF ADVERTISING. 
STATE, Oursive or Portiano ’ 
APPROX. + + « 275,000 
WASHINGTON - - - + 375,000 
i - 
WESTERN WONTAMA - 90,000 The S.C.Beckwith Special Agency, 
BRITISH COLUMBIA . . 100,070 Soe Sane 40m. 
edetoectaigter Tribune Building, The Rookery, 
TOTAL -~. - - 1,039,142 New York. Chicago. 
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A Gain of... 
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The net gain in circulation of 


THE SEATTLE 


EVENING TIMES 


is 2,272 in a trifle over two months, and 
its actual daily circulation for the past 
month exceeds 8,000 copies. 


THE EVENING TIMES is the only two- 
cent paper in the Pacific Northwest, 
and is the only paper reaching the 
people in its field. 
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A GREAT NEWSPAPER 





WONDERFUL DAYS FOR 
EAE: 


PHILADELPHIA IT 





THEIR CREAT 


PRINTING AND 


DISTRIBUTING PLANT. 





The fact that THe PxHicapecrpuia ITEM is 
the paper of the people was again proved 
in the most conciusive manner by the im- 
mense editions circulated during the elec- 
tion excitement. But for Tue ITem’s great 
plant of five Quadruple Hoe Presses it 
would not have been possible to supply the 
demand, as the orders were the heaviest that 
have been known in Tue Item's fifty years 
of journalistic life. On November sth over 
half a million Items were sold throughout 
Pennsylvania, Delaware, Maryland, Virginia, 
West Virginia, New Jersey, New York, Ohio 
and other extreme points. 


Tue IrEm’s superb system of distribution, 


including fifty tricycle carriers and twen- | 


ty-five supply wagons, enabled it to handle 
its immense city edition without inconven- 


ience or serious delay. Noother newspaper | 
in the world has a distribution system | 


equal to that of Tue ITEM, and no newspaper 
in the world, outside of THe ITEM, owns its 
stable (covering a lot 70 by 250), wagons, 
horses, harness and tricycle carriers, 
and is absolute master of its distribu- 
tion plant. It has cost THe ITEM one 
hundred thousand dollars to establish 


and perfect its distribution plant, and its | 


magnificent Hoe Quadruple Presses have 
cost three hundred thousand dollars 


| charge. Considering the extent, influence 

and importance of its circulation, THe ITEM 
|is the cheapest and best advertising 
medium in America. 

The importance of Tue ITEM is shown by 
its ‘‘Want’’ pages, an average of from 
1,200 to 1,500 “‘ Want”’ advertisements ap- 
pearing in every issue, while as high as 3,500 
have appeared in Tue Sunpay Item. Un- 
solicited testimonials, published from time 
to time, show that Tue ITEM is unsurpassed 
as a ‘‘Want’’ medium. No “ Waat”’ ad- 
verti s are solicited for Tue ITEM. 

Appended is a summary, showing the cir- 
culation from Sunday, November 1, to Satur- 
day, November 7: 





Sunday ...... a eee 256,000 
Monday...... Nov, 2:..... 235,800 
Tuesday ..... i er 259,640 
Wednesday...Nov. 4...... 410,850 
Thursday ....Nov. 5...... 523,960 
| Pridag., 62: x: Nov. 6:55 424 305,740 
Saturday..... te ee 288,600 
| TO. GSS 2,280,590 


The average circulation of THe ITem has 
now reached the 200,000 mark, every day 
in the week. 


more, and all paid for out of the profits of | 


the business. 


The advertiser got the benefit of the big 
election editions of Tus Irem without extra 


THE ITEM is now admitted to be 
THE MOST PROSPEROUS PAPER IN 
| PHILADELPHIA. 





THE S. C. BECKWITH SPECIAL AGENCY, NEW YORK AND CHICAGO. 
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SOME MORE 
TRUTH 


“TRUTH’S” not the only weekly 
paper published. As W.Shakespeare 
is said to have observed: ‘‘ There is 
others.” But TRUTH is the best 
and biggest. 


“TRUTH’S famous center pages” 
are the universally accepted standard 
as to what America can do in the 
color line. 











The best writers work for “Truth” 
because we pay the best prices. 

The best artists work for “Truth” 
—well, for the same reason. - 

The best people read “Truth” 
because they are the best people. 









“TRUTH” wants more advertising, 
50 cents a line. | 


TRUTH 


203 Broadway, New York. — 
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e Che New York Even- 
yes ing Post seems to 
. have a stronger hold 
upon its advertisers now 
than ever before. It gets 
its rates every time, is less 
yielding in the matter of 
special positions than any 
other New York daily; 
but, nevertheless, it holds 
its advertising better than 
most, and as well as any. 


HHH HH HM 


Extract from “How Many Copies,” 
by George P. Rowell, Printers’ Ink. 


The national authority on advertising. 
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A Jump 


Prosperity 


Marvelous record of the St. Louis Star. 





x*k 


At one bound the St. Louis Star has become 
the leading afternoon newspaper of St. Louis, 
first in local circulation, ahead in influence. 


x* 


Another new press, a Goss three decker, has 
just been ordered, the second within a year, 
so heavy have been the circulation gains. 


xx 


The St. Louis Star carries more display adver- 
tising than any other local paper. 


xk* 


To cover St. Louis, you must use the 


STAR 


* 





SEE EIKER About Rates. 


1 Tribune Building, New York. 
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“ Kansas City 
World mi. 


, HE Wo believ 
ity averins 40,97 = eircutation of 1 62,410 
on the day following the election was the largest output 
of any newspaper plant in Kansas City. It demonstrates 
that a live newspaper which always gives the news is al- 
ways to the front. THE WORLD gives advertisers results 
unrivaled by any other local medium. 











Kansas City, Mo., Nov. oth, 1896. 
For the week ending Saturday, November 7th, the circulation of the 


KANSAS CIFY WORLD 


was as follows: 

Sunday, Nov.1, - - - 382,060 
Monday, Nov. 2, . - - 32,150 
*Tuesday, Nov. 3, - - - 50,825 
*Wednesday, Nov. 4,- - ~- 62,410 
*Thursday, Nov. 5, - = 42,160 
Friday, Nov. 6, - - - = 34,600 
Saturday, Nov. 7, - . - 32,610 
*Election Returns. Total, - . 286,815 
Daiiy average for 7 days, 40,973 


We, the undersigned, hereby certify under oath that the above 
statement of the WoRLD’s circulation on the days named is true 
and correct. And that said papers were printed and delivered to 
the carriers, newsdealers, subscribers and newsboys on their order. 
All copies spoiled in printing, or left over in press-room, are not 
counted in the above statement. 

L. V. ASHBAUGH, Business Manager. 
L. A. NOURSE, Pressman. 
Sworn to and subscribed before me this gth day of November, 1896. 
[seac.] EVORIL BROOKSHIRE, Notary Public. 

My commission expires May: 8th, 1898. 
$1,000 forfeit will be paid any person who successfully 

assails these figures. 


ry 
. 


A. FRANK RICHARDSON, 
MAKES 


MONEY Tribune Building, New York, 
EARN 


MONE 


Chamber of C ce, Chicago, 





Red Lion Court, Fleet Street, London, 


























JINGLES. 


Messrs. Crotty & Mitchell, of Weeds- 
port, N. Y., are using some curious 
jingles upon large envelopes, which 
they supply to dry goods stores to in- 
close small purchases. Here are a few 
of the best : 

McKinley’s chances may be good ; 

He's in “ fine form "’—that’s understood ; 

And thus resembles, in one phase, 

All ladies wearing Sterling Stays! 

Another one hits the fair sex gently 
thus : 

This being leap year, ladies may 
Propose in practicable way, 

And each proposes to be graced 

By Sterling Stays in her Sons waist! 

To show the adaptability of the 

goods, we have the following verse : 
Short girls and tall girls, 
Thin girls and all girls, 
Now possess the modern craze 
Wearing only Sterling Stays ! 

And this one is meant expressly for 
the modiste : 


The dressmaker of modern views, 
Who fashion’s lead obeys, 

In every waist is sure to use 
The famous Sterling Stays! 


er 
ITINERANT ADVERTISING. 


In many of the Eastern cities the 
tradesmen’s wagons have peculiar 
painted advertisements thereon, in ad- 
dition to the name and address of the 
tradesman. Even some of the push- 
carts of peddling tradesmen have these 
odd signs, which are usually both at- 
tractive and effective. They generally 
take the form of happy and appropriate 
sentences, something directly pertain- 
ing to the business represented. For 
instance, an itinerant butcher has this 
couplet : 

With beef, mutton, pork and lamb, 
Every morning here I am! 
and a green grocer has this painted on 
his wagon : 
Wait for me and I’ll treat you well, 
The very best “‘ green goods’’ I sell. 

A piece of good moral advice to 
spinners of fish yarns is given on the 
wagon of a traveling fish-dealer as 
follows : 

Save your cash and your conscience by 
buying from me—don’t go fishing ! 

A milk-vendor has this pleasant little 
couplet on his wagon : 

Carry the news to Mary—my milk is fresh 
and sweet, 

From Sloping Meadow Dairy, to drink it is 
a treat: 

and an itinerant fruit-seller has his 

push-cart inscribed : 

By their fruits you shall know them—mine 
are the best! 
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HARD TIMES ADVERTISING. 


Things do not sell in hard times, and 
the man who says they do sell as well 
then as when times are good is a liar. 
But because people do not buy things 
is no reason why things should not be 
advertised. When times are hard 
people want things more than they do 
when times are good, because human 
nature always wants that which it can- 
not conveniently have. When times 
are hard people have time to read, and 
they read advertisements, and in their 
sorrow they study the announcements 
of that which they want and that which 
they will buy when business is good. 
The hard time advertiser is the early 
bird that catches the business. The 
hard times advertiser is successful, part - 
ly because his advertisement is read 
more, and largely because he is beyond 
competition, for others do not adver- 
tise. Extensive advertising, when 


others are advertising but little, brings 
the courageous advertiser into contrast- 
ing prominence, and stamps him as a 
successful man of vision and of practice. 
—Effective Advertiser, London. 


oo" 








is the essence of all that is 
best in beef. Oniy- the best 
CS eee 
Sy ing fieldg in U. 
own ing ig in Uru- 
, are used, That's why 
ie the best, and for over 


thi _— unapproached 
Sor pe ty and fine flavor. y 
Fos rbeshine: nouricing Beet Tes 


tA 





TuIs advertisement suggests beef 
immediately. It also stands out excel- 
lently, and could hardly be overlooked. 
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WOULD NOT SELL SAUSAGE. 
Sr. Josern, Mo., Nov. 11, 1896. 
Editor of Printers’ Ink: 
I wonder if a dainty housewife, poring 
over the newspaper, and at the same time 
thinking what kind of meat to serve for the 





“he rand cut 
price on everything every day in 
the week is what secures and holds 
your trade. Our regular prices ase 
lower than the so-called 
“one day only” prices. 
a 
Kkkeepers, 


special” 


We do it by givin 
style firms pay to 
delivery men, telephone com- 


panies, etc. 

They have to add enough to a 
reasonable profit to pay these ex- 
penses—we don’t. hat’s why 
we sell Pork Shoulders, 5c per 
pas Picnic Hams, 6c per ; 


iling Beef, 3c to 5c d; 
Loin and. Porterhouse Steaks, 10¢ 
ow pound; four pounds Pickled 

igs Feet or Tripe, 25. 


Gash Meat.Co. 


TWO MARKETS, 
110, Eighth St. 6075. Eighth St 


next meal, would be apt to call on the ‘* Cash 
Meat Co.”’ for some nice sausage after read- 
ing this ad, clipped from the Evening News 
of this city ? Cc. *: F. 


—_—+o+—___—_. 
NOT SUPER-CALENDERED. 
Office of Vernon Brotuers & Co. )} 
Paper WAREHOUSE } 
22, 24 & 26 READE Sr. 
New York, Nov. 18, 1896. J 
Editor of Printers’ Ink: 

Your remark on page 26 of your PrInTERs’ 
Ink of November 4 has deceived a lot of our 
customers, who write us for super-calendered 
at 34 cents, Your paper is machine finish. 
It is natural machine finish and nothing extra- 
calendered about it. Very truly, 

Vernon Bros. & Co. 

P. S.—-Will supply you as you now use at 
3 4-10 if you wish. 





aia 
WELL POSTED. 
“*T am stuck on you,’’ was the remark of 
the poster girl to the wall. 
“That is quite flattering,” answered the 
wall, ‘‘ from one so well posted as you are.””— 
Indianapolis Journal. 


PRINTERS’ INK. 


A GOOD ADVERTISEMENT. 
New York, Nov. 14, 1896. 
Editor of Printers’ Ink: 

On Nov. 13 the New York Press published 
an article about seven inches long with an 
illustration, stating that Mr. McKinley’s 
hats were made by Andrew F. Kennedy, of 
12 Cortland street. It proves a good adver- 
tisement for Mr. Kennedy. Jas. MEAns. 


++ 
WOULD NOT RESORT TO FALSE REP- 
RESENTATIONS. 

“No,” said the old.shopkeeper sternly, “I 
will not do it. Never have I sold anything 
by false representations, and I will not begin 
now. 

For a moment he was silent, and the clerk 
who stood before him could see that the bet- 
ter nature of his employer was fighting 
strongly for the right. 

““No,” the old man cried again, “I will 
not do it. It is an inferior grade of shoe and 
I will never pass it off as anything better. 
Mark it ‘A Shoe Fit for a Queen,’ and put 
it in the window. (A queen dces not have 
to do much walking.) —Zxchange. 


SA a OCR: 
A FORM OF GUARANTEE. 

Honest Lung Sho Sho wanted a card to put 
in his laundry window. He explained as 
best he could to the card painter that he 
wanted to give a guarantee to his customers. 
The following is what the Yankee card 
painter gave him: “‘ If I losee your washee 
you may keep the ticket.”’ 

a 
THE USUAL WAY. 

“Will you kindly hand these little things 
to the editor? What is the usual way? I’ve 
never done any work for the papers before.”’ 

Office Boy—Well, the usual way is just to 
leave them, and then come around in a day or 
two again—and get them back.—Z xchange. 


A WASTING DISEASE. 
“* Digby tells me he fears his wife is the 
victim of a wasting disease.”’ 
“* What is it?” 
“ Bargain counters.” —Chicago Record. 


—_+o+—___ 
TAKE NO CHANCES. 

Account every man honest until you prove 
him otherwise, but check over your goods 
when you receive them nevertheless.—Mich 
igan Tradesman. 


ES 
ADVERTISING EXPRESSION. 





“ INCREASING THE APPROPRIATION,’ 














PRINT 
NOTES. 


Openinc an envelope by pulling a string is 
the latest labor-saving device, 

Tue great success in selling New York City 
bonds recently is ascribed by Comptroller 
Fitch to the advertising that was done. 

Mr. Leg J. Lancwey, of Atlanta, Ga., won 
the $100 ey recently offered for an adver- 
tisement by the Blickensderfer Typewriter. 

Messrs. vane Wacnaits. N. Y., havea 

rize competition based on the lines of the 
Prnrers’ Ink Vase competition, The prizes 
are Standard dictionaries, and both the ad- 
writers and the newspapers publishing the 
ads share in the distribution. 

Tue Advertising Men's Club, of Omaha 
recently had a banquet, at which bright an 
witty speeches were made. The officers of 
ete gee ted Hosier, president ; Robt. 

Douglas, vice-president ; Charles D. 
Thompson, treasurer; Milt. R. Uhl, secre- 
tary. 

A VOLUME has been issued by A. D. de 

of T on posters, 
‘eeseupine an initial study, ell a of 
the artists and more than a hundred illustra- 
tions, reproducing posters as well assketches 
and portraits, F  -tuamied prepared for the 
volume.— The Ec. 

Some prominent citizens of Port Huron are 
poorer by $5 a-piece because of their vanity in 
wishing to see their facesinprint. A stranger 
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Py 48TED More in 
odie sere 
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other 
really small 
— Nassau = New York. 





EX Events editorial mod 


at =F - pay. ; Sam- 
Manhattan Ave., Brooklyn. 
‘HE teat, Pg tte Ohio, 8.400d. 
[Mand 8. 6,000 w.” Wants first-class advertise 
ments only. LA GOSTE. 8 Park Row, N. Y. 


‘HE nipment of the H. D. LA COSTE AGEN- 
‘I + a 38 Park Row, New York, is y 


CY. 
plapted for handling the fo reign ad of 
daily ne wepapers. 
A™® DYERTING MANAGER, 


need 
guch @. a@ man aed will hest salary, address 
“EXPERIENCE,” i pay, highess fal 
j toate “io itty Illino's 
ferred. Give terms and 
concerning p. “ BUSINESS,” Printers’ Ink. 
IVE young mon, with sx six years’ experi 
the advert subecrt ion pon tion. 
ments of weekly y publication wien 
“ K. ¥.,” Printers’ ink 
W4nt o> folicitor on. on a je Marea 
Must a a an Poi 
dress, with full 
3, Studio Bidg., Boston, Mass. 
V 7 ANTED—News editor, editor. who can edit all kinds 
copy rapidly, inte! 3 write bright, 


wishes 


menaietie or In- 
2 own. . 








called on a number of them and repr 

that he was canvassing for an illustrated sup- 
plement to be issued by a local paper. He se- 
cured orders from a dozen or more, ¢ and this 
week a copy of the | was 

to each one and the $s collected. It has now 
developed that the circulation of the _ le- 
ment was limited to the men who to 
have their pictures inserted, and that t oeun- 
vasser was a fakir.—C hicago Newspaper 
Union. 


ao 
THE ACME OF INDORSEMENT. 
Clerk -- Madame Beleanto wishes to in- 
dorse our pianos. 
Piano Man—But she has indorsed them, 
and she has indorsed all the leading pianos. 
Clerk—But she is willing to state that ours 
is — best piano she has ever indorsed. — 
Puc 








—— ee 
NOT AN INDUCEMENT. 

Mr. Jacobstein—Ikey, mine poy, | haf lost 
fife tollars. If you vill find it for me I vill 
gif you von tollar. 

Ikey (aside)—-Does mine fader tink dat I 
vill give up fife tollars to gain one tollar? 
pod he do not know me. 


—_ 
TWO CLASSES. 

There are plenty of men who would adver- 
tise if they knew how; plenty more who 
won't advertise again bec? se they didn’t 
know how at first. — 


Classified Advertisements. 


atvertnoments under this head twolinesor more 
ithout di y, 25 cents a line. ‘ust be 





han in one week in advance. 
WANTS. 
aes EW, 
kane, ‘Wash. 


Sours AFRICA—Write_ THE GARRISON AD- 
VERTISING & PRESS 4G'CY, Johannesburg. 
I WISH po be buy a local trade 

lished mail order business. 
ter St., New York. 


estab- 
AVIS, 83 83 Woos- 


. — uic 
and a IY One familiar with CO npetion = 
preferred. THE DAY, New LY, New London, Co: 


NEWSPAPER man of 17 ye of 17 Years experience de de- 
sires position. Is com reporte: 
and editor Can do. an ty x3  araaky ottice.. 


viii for . arm. . adr swith fall in 
ve Ww 
ticulars’“ LENO Aaldress, wit 


Ee VERY live onl wants to our latest 
7 k, Jenson italto-and 6 our lat- 

est Cu nad ate = We have juced 
are better. TYPE 

UNDE. RS CO. See See list. of branches under 

“ For Sale.” Specimens read. ready at nearest branch. 


N ANUFACTURERS’ broker. Desirable lines 

4 of d notions, cloaks, rs, 

waists, un cepa iar ge | or eve ng ip 

ladies’ ready- wear—wan' to dle on 

commission eroughout West V: virginia and Ohio. 
‘acturers’ Agent and Bro- 


Cc. S. JACKSON, Meant 
ker, Parkersburg, W . Va. 





—__+or 
HALF-TONES. 
|; BUCHER ENGRAVING CO., Colum! 
O., furnish best |-col. half-tone for $1. Se 
for proofs. 
—— +e —_ 
PRESS CLIPP CLIPPINGS. 
MAF RaE MERE RO eee eines 
pi . clippi or 
trade journals ; Pres lip pings 
eens 
ADVERTISING AGENCIES. 
F Bg wish Lg ag my By: t oe an. 


ony 8 time, wri 
ADVER ISING *VO., 


where 
ite to WELL 
10 | A 8St., New York. 


aes 
ADVERTISING NOVELTIES. 


F OR the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 

reader as well as advertiser, 4 lines will be in- 

serted under this head once for one dollar. 


———_+o+——_  — 
BILLPOSTING AND Disi RIBUTING. 


OFT AED ADVERTISING SIGN CO., Rome, 
Roadside ie advertising a a specialty. 
I pesny 3 BERENDES, 1429 1st Avenue, Evans- 
ville, Ind., solicits your ps | for his 


section. Satisfaction guaran r no pay. 





oF 
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SPECIAL WRITING. 
Bass. oO ‘New York letters ; low sete. 
Address‘'W. F. F.,” Journalist, Printers’ 
PAPER, 
pe dagen & CO. CO. furnish the paper f 
M. e invite co: Presson. 
ence with Teliabl le i! regarding paper of all 
kinds. 45 Beekman St., New York. 
2 
ADDRESSES AND ADDRESSING. 
25, O00 SAME FANS fs of -¥ Serene. covering U. 


States. 
Circulars and ny cerns Ft low 
rates. Good ref. R. R. FISHER, Freeport, Ill. 


ADDRESSES FO. FOR SALE. 


pee of names in any trac any trade, in any count 
$1. Info aa gh _ any commercial su 


Credit re; here. In U. 
$i, in Europe $: $2, int Latin Ame $3. Agents 
STED TRADE & STNDUSTR’ "L PRESS, Wash., D. Cc. 








ASSOCI- 


—— +o 
MAILING MACHINES. 


’ | ‘HE Matchless Mailer ; d cheapest. 
I REV. ALEXANDER Dick M Meridian, “sa n” 


M4 and Cheapest and syoshines can be 
best ani = AMERICAN T TY a 
of branches 


lag, Cu. see under 
“ For Sal 
Po anid 
SUPPLIES. 
AN BIBBER’S 
Printers’ Rollers. 
INC for otehte BRUCE & COOK, 190 Water 
St., New Yor 
'YPE—The matenal fashions. AM. TYPE 
FOUNDERS’ CO. Branches in am am 


GTEREOTYPE, stot a and clectroty pe me 
ra ann zinc Bpeaies ~{ e 
mencHAs hilade 


.» Inc., 517 Arch 8t., F’ 
rps PAPER is _ printed printed with ink manufact- 
by the W. D. WILSON PRINTING INK 
CO., L’t’d, tf Spruce St., New York. Special prices 
to cash buyers. 
N MO Riing ss, No tart order business than any- 
thing else. No interference with other oc- 
tion. bn A tell you how an ish evi onnt, 
thlng. o< ., 1c. THE NATION. 
IN Chicago. 





ADVERTISEMENT T CONSTR UCTORS. 
(BARE AUSTIN BATES, N., Y. 


A. WHEATLEY, Specia Set in Advertising, 
| 4 257 Broadway, 


Teton rLEY, “CATALOGUE COMDINA 
2 cata- 
logues. Rae Bn Building, New “rag coud 


Gren & SHAUGHNESSY, Adversionrs, 623 & 
624,Temple Court, New York. Write 


‘AIL and : Got what ‘ou 
oy rite me. GED SCARBORO, B’klyn. 

meses Lr soot cuts = dealt moe 
RL. T CURRAN, 


bri 
150 Neca se lah New 


SS ad, written sai en for your 
d yoo oy for $1. Cash with ord Z B. 
LARKINS, P. 0. Box 288, Brooklyn, N. Y. 


A? covert ented t0 900 a, to see a perfect wma: of 
be advert called the Cushing Pam. 
phlet. rvs de} Sightfal, AM. TYPE FOUNDERS? 

. See list ranches under ** For Sale.” 


ADVERTISERS attention! Have me arrange 
and dress y~ Ren eg I know how 
to make them ri catchy. Estimates 
submitted. HARRY © INN, Box 48, Hope, Ark. 
Dp get the idea that m my work is too high- 
iced for you to use. Write and aged me 
what you require. and I will tell you exactl; 
it will cost. CHARLES AUSTIN BATES, ander. 
bilt Bidg., N. Y. 


’ bee” vy B habe A of exclusively medica!) and 
omvg 54 ene. Advice or sam free. 
ULYSSES G. MAN ING, South Bend, Ind. 


A%® the borders and type type used in PRINTERS’ 
@hetr alvertemmentn tin fof peonle ny wie 
ut =. 4 
JOHNSTON, Mgr. Printers’ Ink ‘Press, 
St., New York 
WILL write and illustrate a series of 12 trade 


ads for provided the check comes 
with the order, toe Jan. 1. If ee or cuts 

unsatisfactory 1 will make 2 
Without: charge. CHARLES AUSTIN BATES" an- 
derbilt Bldg., 


HAVE just rinted « litt a little red booklet with 
the title, “ in Talk on a Vital Question.” 


It isn’t much of a sae at — people have 
told me it wee — korentin request Soe res 


RUSS BATES, Vanderbilt Bide. a 


A “NEWSPAPER AD” and a a 
‘\ Booklet” are the right and left bowers 
when “ Profitable Advertising” is trum: THE 
LOTUS PRES, 140 W. 23d St., N. Y. City, make 
handsome booklets and can help you win suc- 
cess. Send for our booklet. me A Monograph.” 


YLOTHIERS, Tailors, Gents’ Furnishers—We’re 

” — on ain cuts. Until Dec. ist we'll 
sell 4 illustrated is, strik and attractive 
trade- beleaern, written expecially i you, the 
illustrations to fit your business, for #1 
Booklet, samples, testimonials free. PILOT A AD. 
CO., Newark, N. Y. 


EW trade paper ads pay , io because 
the ads are not roporty repared. I will 
pele and gy 12 page or Malt page trade 


J We 1 
cape and hold attention—adsthat will 
do your busin -. CHARLES AUSTIN 
BA Vanderbilt > He 


| % a a ries of cards and 
booklets which tell ies meoey of my business. 

They are written to the man who knows little or 

nothing of the nian of ag ergy 

ist. ey are intended to bring m orders. 

: re will do it if I get them into the nt 





its them and 0} 
have them. GHakies ‘AUSTIN BATES, * Tender 
bilt Bidg., N. Y. 


A™s3 RT and advertising are se ite and Gitinet 
sciences. No one man is skilled in bot 


oses looks after the advertising. 

tween us we give our clients a mixture of uty 

= bay We ve i. that we are 

the will rte 0 t a postal card. 
will wri = 

MOSES & H sangening but Bert M. Moses), 

111 Nassau SNe ie Fork. 


Ww. want you to get acquainted with us. 
believe we are do’ the best went b in the 
country in the bfapene doe = designing of ads and 
book] Send us samples of your ads, and tell 
us about your business. and we will send you a 
letter of advice free. Send us $1 and we will 
send you two specially a = ae. An extra 
dollar brings Dasains e ooklet, 5 is our 
charge for an i; klet. with, ae ‘or cover. 
Let us hear from THE ADVERTISERS’ 

AGENCY, Penn Mutual ial Building, Phila. 


A MAN writes us: “I fina your price for book- 
let is $5 hi- her than any other —_—— 
asks, I have fig: °s from them all. ma; 
go ahead anyhow, cause I believe your work is 
worth more than e extra $5. Your neil 
sketches bear out your claim of being masters in 
the Ka RY art with advertising.” We are 


doing noth but distinctive illustrating and 
writing. We are working for the most intelli- 
the busin 





gent c in ess world—men who are 
want to hear upon meritorious work. We 
ee yun. appreciate — im- 


MOSES & HELM (C.Dan Helm, Bert M. Moses), 
111 Nassau St., New York. 

















STORE DECORATING. 


ae ag * window and ase 2 goccrele 
Southern wild smilax and other "beautiful ow ever- 
rumeers werful ad helps for Holi- 

y trade. For where $o and how to 
use them address CALDWELL, The Woodsman, 
Evergreen, Alabama. 


imnatipeghhcnnallisrastttieamet 
PRINTERS. 
PPns te opporeanity to estimate solic- 
ited. HINTO. CO., Danbury, Conn. 


[POW WREATLEY CATALOGUE COMBINA- 
TION. Home Life Building, New York. 


‘HE LOTUS PRESS, 140 W, 23rd St., N. Y. City. 
(See ad “* Advertisement enna na: *), 


and us. 
K PRESS. 10 Spruce Sta New York. 


EP t= EF A BE: 
ADVERTISING MEDIA. 
4 WORDS, 5 times, 25 cts. BYTERPRISE, 
Brockton, Mass. Circulation 7,000. 
I A COSTE'S List. Good pay papers in active cities. 
4 Rateslow. 38 Park Row, New York. 
AP. GUIDE, New Market, N. J. 6c. 
Cire’n 3,000, Close 24th. Sample free. 
Cama NEWS, 45,000 copies guaranteed ev- 
ery w’k. No sample copies. 13 Berclay st.,N. Y. 
7 OUNGSTOWN VINDICATOR, 8,400 d. and S., 
6,000 w. H.D.LaCOSTE,38 Park Kow.N.Y.,Rep. 


NY rson advertising in PRINTERS’ INK 
‘\ to the amount of hag is entitled to receive 
tbe paper for one year. 


4 ee ~ PIQUA CALL “  wante” atyetines who 
ant results. Larger circ. than all other 
Piqua dailies combined. LA Coste. New York. 


T= ay DALLY TIMES, only daily in On- 
tario County. Circula’ tes in 30 towns. Sub- 

scription oiee to farmers ry 00 a year. 

advertising medium in its n in its territory. 


ras SALE— Large stock « stock of original plates. 
half tones, pen and ink and wood cuts for 
family and juvenile ap ag mee at surprisingly 
low prices. P.O. Box 3539, , Mass. 
[3 2LB0ARD ADVERTISING Rg nearly 
every billposter, distributor, sign writer, 
ter printer and fair in the U. 8. and Canada 
m’thly. Sub’n $1 per yr. 25c. line. Cincinnati,O. 


7 HE GOLFER for 1897 will be By to 
advertisers of good all descrip- 
tions. This magazine has the wealthiest client- 
age in America. Its home t ge far ex- 
ceeds any other ‘local publication, ‘cm its gen- 
eral patronage embraces the leading advertisers 
of the highest class. i 
the better class, your advertisement 
shoul My in THE GOLFER. Kates of the agencies 
or THE GOLFER, Boston. 


G OOD HOUSEKEE PING, 

~_ Springfield, Mass., 
gives first-class service e and appeals to the very 
best class of American housekeepers, who are 
really the buying class, and hence the most profit- 
able ones toappealto. __ 

Woman, as a rule, guides the family expendi- 
ture, and makes most of the purchases for all the 
good things of the home. _ 

Hence the well-known and generally accepted 
axiom that “ woman’s s good taste and judgment 
unlock the pocket-book.”” ” One of the best me- 
diums to reach over r 50, 0,000 families is Goop 
HOUSEKEEPING. 

Published monthly by Clark W. Bryan Co. 

Address all communications about advertising 
to H. P. HUBBARD, 38 Times Bidg., N. Y. 
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ILLUSTRATORS AND ILLUSTRATIONS. 


SENIOR & CO., Wood Engravers, 10 Spruce 
H, St., New York. Service good and prompt. 


EAUTIFUL bee gee. wae 
ge. AMBNICAN 
ILLUSTRATING CO. "Newark. 


M4Ee your own advertising. 
veri, in one one —— 
No Particulars for stamp. HENRY 


KABRS, East 33d St., New York. 
_ = Neate om odliranan 
FOR SALE. 


S18 4 lines. 50,000 copies 
WOM AN’s WORK, Athens, 


$00 CASH or collateral will secure 


lendid wi ne 
ana business that, writ net 40,00, 

f you mean 
care Printers’ Ink. 


address “ FINE FIELD,” 
OR SALE— grimcaprater 
newspaper on ong 0! 
change 0! 


proven. 





Sey afternoon 
State. Cause 


for foe sles. nterests of stockholders. 

pe eo Saal considered. Address 
SMER CAN PRESS LATION, Chicago. 

Peery best PLASIS—Rrerything f for the We print 

quality, best buy 

when the no bes don 


the a best" 

AMERICAN TYPE FOUNDERS CO., Boston, N.Y., 
Buffalo, Pitts., Cleveland, Cinn., Chi 

cago, Mil., is, Minn., Kansas City, Omaha, 

Denver, Portiand (Ore.),’Frisco. Buy everyt 

in one place, and save money and trouble. 


~ CLASS PUBLICATIONS. 


Adrertisements inserted under this heading, in 

the appropriate class, cost 50 cents a line,for each 

insertion. One line inserted one year, 52 weeks, 

Sor #26, 6 months for #13,3 months for $6.50, or 
publisher who 











4 weeks ak e. For the who does not 
Jind the ————e ee 
made to aa Jit his case. 
AGRICULTURE. 
BREEDER AND FARMER, Zanesville, O. 
DIRECTORIES. 
AMERICAN NEWSPAPER DIRECTORY, 
0 Spruce St., New Yor! ice 
HOTEL RED BOOK: Directory of the hotels of 
the United Address care 


U: States. 
GRAND UNION HOTEL ‘Now York. 
EDUCATIONAL. 


TEs OUTHERN SCHOOL, Lexington, Ky., 1895, 
+ circulation 6,092 copies weekly— largest 


eirculationin K y outside of Louisville. Official 
organ Ky. State of Education. 
Rates oad jt copy. Sree. 

GROCERIES. 


ongcuay WORLD, Philadelphia, Pa. The larg- 
st paid circulation ; the eon complete mar- 


Ket reports; the pa, ty 4 
in the world. Send for free sample copy. 
MOTOCYCLE. 
MOTOCYCLE, 1656 Monadnock Block, Chicago. 
TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 


GUARANTEED ED CIRCULATIONS 


The circulation s “¥ following pa- 
pers is guaranteed the publishers 
of the AMERICAN NEWSPA PER DI- 
RECTORY, who will PAY A REWARD 
OF $100 in each and every case where it 








shall be proved that the paper is not en- 
titled to the rating accorded. 
ILLINOIS. 
CHICAGO EIGHT HOUR HERALD, 17,370. 
MAINE. 





0. C. ADVERTISER, Norway, Maine (local), 2,340. 





= 
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STREET CAR ADVERTISING. 


The Street Car question is interest- 
ing to many readers of PRINTERS’ INK. 
In this department we will try to give 
some facts about it that may, perhaps, 
help them to determine how, and 
where, to spend their appropriation. 

Not very long ago Street Car, like 
bill-board, advertising wes not con- 
ducted on a business basis. People 
bought Street Car space ‘‘ at a vent- 
ure.” Sometimes they got what they 
paid for ; sometimes not. Principally 
not. 

The reason for this was not entirely 
dishonesty, but, to a great extent, want 
of organization. What was wanted was 
a master mind, or perhaps a brace of 
master minds—two minds being better 
than one. Minds to see the vast pos- 
sibilities of Street Car Advertising, 
conducted on a business basis. Minds 
to so organize it that it COULD be con- 
ducted on a business basis. 

The first men who fulfilled these re- 
quirements were William F. Carleton 
and George Kissam. The rise of 
Street Car Advertising is undoubtedly 
linked with the success of these two 
men. 

Against strong discouragements they 
labored on, working hard and honestly 
to dispel prejudice and distrust. That 
they have succeeded, and that Street 
Car Advertising has been made by 
them a success, is well proved by the 
immense system, or rather number of 
systems, which they now control. 

We say they, but the old firm is no 
more, George Kissam & Co. having 
succeeded to the business of Carleton 
& Kissam, the old firm having dis- 


solved after the death of Mr. Carleton 
in 1895. 

Street Car Advertising used to con- 
sist in agreeing to pay a certain sum 
for a card in a certain number of cars. 
The cards went in, the bill came once 
a month— and you paid it. 

Whether the card stayed in or not, 
you had no means of knowing. Nor 
did the street car company take such 
pains to see that it did. Some of the 
cards might be destroyed before the 
contract was out—who was to know if 
a few cars more or less had the card 
in? Some of the cars might be ‘‘ trip- 
pers”; might only be used at certain 
times of day when traffic was heavy, 
and the rest of the time might be stand- 
ing in the barn. Whose business was 
it to know? 

From a realization of these and 
other drawbacks came about the busi- 
ness success of the pioneers of business 
Street Car Advertising. ‘‘ Full-time 
cars only’’ became a common phrase 
in Street Car Advertising contracts, 
and to-day it is one of the corner 
stones of Street Car Advertising. 

Another point upon which success 
depends is careful checking of the 
cards in all the cars that the contract 
calls for. Traveling inspectors are 
now maintained by all reputable Street 
Car Advertising ‘‘ agencies,’’ as one 
might call them. The most careful 
check is placed over all possibility of 
mistake or omission, and the system 
of checking is as careful and certain 
as that in use by newspaper advertising 
agencies. 

One of the most persistent and suc- 
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cessful of Street Car Advertisers is Little Liver Pills, but make a great 
Mr. Brent Good, the proprietor of point of illustrating and changing the 
Carter’s Little Liver Pills. wording of their cards. 

Mr. Good adheres to the methods 
of those advertisers who do not change 
advertisements from one year’s end to 
another. He runs the same card in all 
the cars, without change, and he says 
that it pays him. 

It is, however, an exceptionally Some of their cards are exceedingly 
striking card in white and bright red good, and a few of them are repro- 
ground, as shown below in black and duced herewith. It is understood that 
white. It is double the size of the Mr. Artemas Ward, the advertising 
regular card, and he pays double as manager of Messrs. Enoch Morgan 
much for it. It is omnipresent and Sons Co., is the originator of most of 
intensely visible. The Street Car rider the bright ideas for which the ‘‘ Sapo- 
who doesn’t see it (or hear it) must lio” cards have become so famous. 
indeed be blind (and deaf). Undoubtedly, one of the best hits 


ever made in advertising was the adop- 


tion of U. S. as a contraction for ‘‘ Use 

Sapolio.” One cannot fail to remem- 

ber its brightness, and its audacity, 

whenever and wherever one comes 

across these initials of Uncle Sam's. 

Mr. Good is said to spend about $40,- 

ooo annually in the Street Cars, and 

is represented in nearly every full-time 

car in every city of consequence in the 

country. He is one of America’s 


Another card that has attracted wide 
attention for its originality is one 
adapted from the old song, ‘ Nancy 
Lee,’’ where the sailor boy sings ‘‘Sap- 
ho-lee-ho” instead of ‘‘ Yoho, yoho.” 

greatest and most successful Street 
Car Advertisers, and is quoted as say- 
ing that every cent he spends in Street 
Car Advertising sells for him some five 
or six hundred pills 


Such cards, by their brightness, witti- 
Next to newspaper advertising, it is 


ness and originality do much to popu- 
larize and make permanent the success 
perhaps the best way of covering a city 
or district, with a certainty of getting 


of *‘Sapolio.” 
results, if the article is good. 
Indeed, many great advertising suc- 

cesses have been made by using the Street Car Advertising, more than all 
Street Cars exclusively ; such, for in- other advertising, demands the telling 
stance, as the De Long Hook & Eye, >f facts in few words—and those to the 
S. H. & M. Skirt Binding, Rising Sun >doint. The ordinary display advertise- 
Stove Polish and Kleinert’s Dress ment will not do for Street Car Adver- 











Shields. tising. There is no room for long 
Of course Street Car Advertising descriptions. 
will not sell any kind of goods. He who cannot condense a chapter 


It is essentially advertising which into a sentence will never be able to 
appeals to the people, the masses, for write good street carcards. The artist 
it is they who ride in the Street Cars. who cannot condense a whole story 
So it comes that those who have an into a figure, and a good figure at that, 
article needed by—and at a price that had better not try to illustrate them 
can be paid by—the masses, are sure To sum up, success in Street Car 
to sell it if they advertise it well in the Advertising can only be attained by 
Street Cars. a good article sold at a reasonable 

Enoch Morgan Sons Co., the manu- price,advertised strongiy,continuously, 
facturers of ‘‘Sapolic,” are another brightly, tersely and truthfully 
firm who have madea great popularsuc- But that, you say, applies to all ad- 
cess with their Street Car Advertising. vertising. And so, i’faith, it does ; only 
They take as much space as Carter’s in Street Car Advertising it is more so. 





26 


PRINTERS’ INK. 


A eA FOR ADVERTISERS. 


nae Wednesday. Ten cents 4 a aa 
Su cription price, yg doll year, 

paid back numbers. 
oid P a receipt 
veriig & paid becription from 
tone my the end of the century. 


lates, it is al 8 
five hendrea 





ne Ink for the benefit of acve 
rapt rs ho has not paid for it i 
a= wi ‘or it is re- 
eebete ieee, emeee bee 
ri in name, Eve r is 
at the expiration of the time paid for. 


Oscar HeRzserc, Managing Editor. 
Peter Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce STREET. 
Lonvon Acent, F. W. Sears, 108 Fleet St 
Cuicaco, Bennam & INGRAHAM, 315 Dearborn St. 


NEW YORK, NOVEMBER 25, 1806. 


may, 











ORIGINALITY is often sought at the 
expense of plainness and strength. 


EAcH advertisement should occupy 
no more space than is essential to its 
highest effect. 


NOTHING disfigures a displayed ad- 
vertisement so much as the crowding 
together of displayed lines. 


THERE is no surer way of planting 
an idea into the mind of the public 
than a simple affirmation constantly 
reiterated. 


WHOEVER lives in a place where a 
newspaper is published will find its 
columns the cheapest medium through 
which to address the public. 


‘TO COVER a smal] territory with a 
large appropriation is usually more 
profitable than covering a large terri- 
tory with a small appropriation. 


Some of the best displays are pro- 
duced, not by type, but by the absence 
of type. Blank spaces will nearly al- 
ways improve an advertisement. 


PosITIvF, forceful advertising is the 
kind that pays. The ad that makes a 
clean, definite proposition about some- 
thing in particular is the ad that makes 
the best and — impression, 


ANY one can run a newspaper—into 
the ground.—Godey’s Magazine. 


One peculiarity about all English 
journals is that they are filled with 
loose advertising inserts, which are not 
allowed in this country.— 7vade Press. 
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THERE are some businesses which 
newspaper advertising will not help. 


THE ordinary reader shrinks from an 
immediate second perusal of the most 
entertaining books or articles, and in 
this instinctive aversion to sameness 
lies a fertile hint to the advertiser. 


As a general rule the highest-priced 
advertising mediums are the cheapest 
in the end, but it must not be con- 
cluded from this that a paperis a good 
advertising medium simply because it 
is high-priced. 


AN article once advertised begins to 
lose place in public favor as soon as 
the advertising ceases, and the longer 
it is allowed to remain from public 
view the harder it will be to restore 
it to its former favor. 


IT pays consumers to read the an- 
nouncements of responsible and hon- 
orable firms for the sake of the business 
information they gain, just as it pays 
them to read the other part of the 
magazine for a different kind of infor- 
mation. 


THE Philadelphia Evening Bulletin 
is an eight-page penny paper with an 
excellent make-up. Mr. McLean, the 
president, over his signature, states that 
the circulation has increased from an 
average of 28,800 in April last to 64,- 
095 for the first half of November. 


To BE prominent anywhere one must 
have marked characteristics. So it is 
with an advertisement in the crowded 
columns of newspapers and magazines; 
in order to produce the best result it 
must be clear, definite, conspicuous 
and fresh. Is yours of this character ? 


PAPERS of small circulation never 
sell the advertising as cheaply as va- 
pers of large circulation. No paper 
advances its rates at the same percent- 
age as it may advance its circulation, 
and few papers lower rates on a declin- 
ing circulation.— Victor F. Lawson. 


I HAVE known advertising agents to 
pay $5 a year for space that cost other 
advertisers in the paper $50 a year, 
and to lose money on the operation. I 
am inclined to believe that the general 
advertiser could discontinue the use of 
about 75 per cent of the publications in 
the United States and make more 
money than he is now doing.— Zhe 
Lowa Editor. 














One excellent effect of the poster 
craze is that it has brought to the 
minds of advertisers the great value of 
pictures. Advertising which is not 
llustrated is behind the times. 


Tue ‘Yellow Kid” of the New 
York World and Journal is doing 
service in advertisements in various 
parts of the country. What he has to 
say is usually printed on the yellow 
night gown he so constantly wears. 
As he has proved popular otherwise, 
perhaps it is a wise move to utilize 
him in an advertising way. Advertis- 
ers should remember, however, that it 
is easy to have too much of him, 


THE “‘ help wanted ’’ advertisements 
of a newspaper that makes a specialty 
of want advertising are eagerly read. 
Many advertisers who have observed 
this fact insert their ordinary adver- 
tisements among the ‘‘ wants.” Some 
newspapers have no objection to in- 
serting such announcements at the rate 
for want advertisements ; others, how- 
ever, charge the advertiser the regular 
rate for display advertising, the adver- 
tiser paying it without protest in the 
belief that his advertising will thus 
secure a thorough reading. 


Messrs. GIBBS & WAGSTAFF, ad- 
writers, of 108 Fulton street, New 
York, issue a pamphlet entitled ‘‘A 
Few Samples,” containing reproduc- 
tions of their wotk for advertisers. 
The book is an exceptionally pretty 
one. Advertisements of Sozodont, 
Cleveland’s Baking Powder, Vino- 
Kolafra, Yale Mixture, Williams’ Shav- 
ing Soap, Crescent Bicycle, S. H. & 
M. and New York Journal are among 
those reproduced. The idea of sub- 
mitting, in an accessible form, ‘‘ sam- 
ples” of one’s previous work, is one 
that could be profitably utilized by all 
adwriters. 





IF the local paper of small circula- 
tion would devote its energies to 
building up its circulation and to help- 
ing its local advertisers, instead of 
wasting time and energy and temper on 
the general advertiser and the general 
advertising agent, it would make a lot 
more money and be very much hap- 
pier. I think it very seldom, indeed, 
that foreign advertising is really desir- 
able to the publisher of a small local 
paper. Moreover, I doubt very much 


if it pays the advertiser to buy space 
in these papers. — Zhe Jowa Editor. 
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Tue Westchester (Pa ) Daily News 
is said to have the best *‘plant” in 
Pennsylvania outside the two big cities. 
It is a model penny paper, too. 


What is called the ‘* good-will” of 
a business is merely the cumulative 
effect of continuity. So with an ad ; 
the longer it runs the greater its value. 
A business that had been continued 
for fifty years would lose its good-will 
in twelve months if once stopped, and 
very few men would care to pay much 
for it. Once advertising is stopped, 
its cumulative effect is lost, and the 
longer it remains dead the harder it 
will be to make it effective when 
started again. 


IF a dealer does not adequately de- 
scribe his goods he cannot expect 
people to understand what they are. 
If he advertises a suit of clothes at 
$10 he ought to tell all about it, what 
it is made of, how it is trimmed and 
how it is made. There are a great 
many different grades of all-wool 
goods, and there are certainly ways of 
describing these different grades so 
that a man of ordinary intelligence 
will understand it, and be able to dis- 
tinguish between an all-wool suit at 
$7 and an all-wool suit at $10. One 
of the greatest mistakes that is ever 
made in advertising is that of giving 
scant descriptions of goods. Tvo 
many descriptions do not describe. A 
merchant should not be afraid of de- 
scribing too plainly. The nearer he 
can make his advertisement represent 
the goods the better is the advertise- 
ment. The plainer the offer can be 


made the more takers it will get. 
+r 





Do wish to win the love of another | Bend 10c, fore 
Love Powders, secure with full directions 
LOVE 2 Sees 


Mr. Geo. A. HEUvBISCH, a printer, 
of New Haven, Conn., sends to PRINT- 
ERS’ INK a batch of proofs of ads set 
in diamond type. Mr. Heubisch says 
that the demand for this space-saving 
style is growing. The Little School- 
master doubts whether such a style is 
economical and saving in the end. A 
reader might wade through the three- 
line ad here partly reproduced, but he 
could hardly be expected to read a ten 
or twenty-line advertisement set in the 
same type. The man who fed his 
donkey on one straw a day had a 
straw-saving style, but in the end he 
lost his beast from starvation. 
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ADVERTISING FOR RETAILERS. 


FE no everywW! erayinees ene th 
offer suggestions for the a me 
booklets, novelties, es. 

Little Schoolmaster in AS Art of Adve 
tions to the Editor of Pru 


W. E. Sweeney, manager of the 
Boston Branch Grocery at Hartford, 
Conn., sends me the following adver- 
tisement. If I owned a dog I think, 
after reading this ad, I’d visit the 
Boston Branch Grocery. The wording 
is all right. Thetype is bad. The 
ad is six inches, double column, and 
would carry letterpress in much larger 


type. 
How’s the Dog? 


Is he healthy and clean? or does he re- 
main scraggy in spite of all the food you 
allow him to swallow ? 

Ten to one pee don’t ve the poor thin 
the proper food. He probably never gnaw 
one of Spratt "tood biscuits in his life. 

This is the f for dogs. This is what 
will keep them in good condition. It will 
build them up. It will deprive them of their 
snaj piness. 

e’re got the eel cakes, too. Some- 
thing that the little _— ought to be given 
as early in life as possibl 

Dog and Puppy cakes same price: 3-Ib. 
package, 25c.; 5-lb-package, 38c.; 10-lb. pack- 
age, 70c. 

BOSTON BRANCH GROCERY. 
W. W. Wacker. 








* 
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Chas. A. Woolfolk, an advertisement 
writer of Louisville, Khy., sends me a 
line of little booklets advertising the 
cigars of Goldberg, Bowen & Leben- 
baum, of San Francisco. 

These booklets are first-class from 
start to finish. One of them is entitled, 
“What Two-Bits Is For.” There’s 
only a little of it, but that little is 
good. Here it is: 

For peanuts, circuses, neckties, Spanish 
lunches, candy, tickets to Tivoli, silk hand- 
kerchiefs, ‘Tamales, cigars—for anything but 
waste. 

Don’t waste your two-bitses. 

El Reposo (Havana tobacco, cigar made in 
Florida) u uses your two-bitses better than any 
cigar we ever sold 

$s. 50 to $14 a hundred, according to size— 
grocers’ profits, not cigarmakers’ —but let us 
send you two-bits’ worth anyway. 

Another one of the booklets says on 
the front cover: ‘‘ A Dreadful Habit!” 
On the first inside page it asks: ‘‘ Do 
You Really Smoke?” On the third in- 
side page it quotes Spurgeon, the great 
English preacher, in favor of smoking. 
Then it talks about Goldberg, Bowen 


areinvited to yoke mor: Lehn to propound problems and 


newspaper ads, ci: 


youn be te vegmer¢ < esepe pow PRINTERS’ INK (The 
vertising) can ning erie them. dress all communica- 


& Lebenbaum’s El Reposo cigars. It 
talks just three paragraphs about 
them, but it’s good talk. 

Still another booklet is entitled, 
Secret.” The first inside page says : 
‘*It doesn’t cost much to be extrava- 
gant any more.’’ ‘Then, in two para- 
graphs, it tells how to be extravagant 
about your cigars without spending 
much money. 

There are two other booklets in the 
series, and all of them are good. The 
series is good throughout. Here's the 
matter in the booklet called ‘“‘A 
Dreadful Habit ”’: 


S urgeon, the great English preacher, 
sai 

“4 If, through smoking, I had wasted an 
hour of my time, if I had stinted my gifts to 
the poor, if I had rendered my mind less 
vigorous, I trust I should see my fault and 
turn from it. When I have found intense 
pain relieved, a weary brain soothed, “a 
calm, refreshin F mney! obtained by a cigar, 
have felt grateful to God, and have tEewed 
His name.’ 

The bad effects of smoking are all in a 
— cigar; there is very little good in it. 

he bad effects are in a good cigar, too—if 
you smoke too much—but the relaxation and 
gentle interest to an anxious brain is there 
too. 

There is no longer any excuse for smoking 
= cigars; for cigars cost no more 

ere than poor cigars cost elsewhere. We 
sell at grocers’ profits. 

El Reposo ($5.50 to $14 per hundred, ac- 
cording to size) is the best money ’s-worth in 
a cigar we ever heard of. 

Go.pserGc, Bowen & Lesensaum. 


e. 
215 Sutter. 
2805 California. 
1075 Clay, Cakland. 


* 


The firm of F. B. Fargo & Co., of 
Lake Mills, Wis., and St. Paul, Minn., 
advertise a patent churn. This is the 
way they do it: 

Hot weather and dog days are coming; 
you cannot afford to longer delay your 
orders. We guarantee the machite. We 
guarantee the yield of butter. We guarantee 
the grade of butter. (We even guarantee the 
fool sense of the man who thinks he don’t 
need it.) 


On my part I'll guarantee that the 
average reader of this ad will resent 
the last sentence. I wouldn’t buy a 
churn or ‘‘any old thing’’ that was 
the product of a firm that advertised 
in this way. 1 don’t believe that a 
man is necessarily a fool who thinks 














he doesn’t need Fargo & Co.'s Com- 
pined Churn. I’m sure that I don’t 
need one, and a few people have given 
me credit for having just a little bit of 
sense. 

Fargo & Co.’s ad is a bad ad—a 
very bad ad. ** 


It’s a relief to turn from this ad to 
the ad of a retailer at Lacon, Ill.—Mr. 
-. L. Buchanan. 

His ads are written by a newspaper 
man of that town, Mr. W. B. Powell. 
Here's one of them: 


WE ARE 
ON THE TICKET 


for your trade. Am selling a lot 
f wall paper these days. m time to 
brighten up the rooms for the winter. Paper 
cheaper now than in the spring, and the pa- 
per hangers put it up cheaper. 
The only thing lacking in this ad is 
a price or two. The point that paper 
is cheaper in the fall than in the spring, 
and that paper hangers will put it on 
cheaper, is a common sense point. I 
never thought of it before, but now 
that my attention is called to it I recog 
nize the fact that it is probably true. 
Most people paper their walis in the 
spring. That makes a bigger demand 
for wall paper, and, consequently, stiff- 
ness of price. It also makes the paper 
hangers busy and stiffens their price. 
if I lived in Lacon and proposed to 
paper the walls of my home, this ad 
would come pretty close to getting me 
to do it this fall instead of next spring. 
That’s what the ad’s for—to sell wall 
paper right now. 








* # 
x 

R. C. Wilson, of Clinton, S. C., 
dealer in fancy groceries, confection- 
ery and stationery, issues a little circu- 
lar to his trade entitled, ‘tA Square 
Deal.” 

The letterpress is clever. The 
printing is bad because too many fonts 
of type are used in the display. A 
booklet or circular looks ragged that 
uses one type for the first catch-line, 
another for the second and still another 
for the third. 

If Mr. Wilson’s circular had been 
well printed it would be a first-class 
circular. It gives the reader many in- 
structive facts about coffees, teas, pa- 
per and confectionery, and quotes 
prices. * + 


E C. Lambert, of Lambert Bros., 
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general merchandise dealers, What 
Cheer, Iowa, sends me the following 
ad : 





Lambert's 


Talk on Footwear. 


A WORD ABOUT RUBBERS. 
Perhaps you are not aware that of the 1oo 
or more different brands of Rubbers only 
two or three are acknowledged to be first 
class. Out of these two or three our years of 
experience have enabled us to pick the best. 
You are therefore as sure of finding at our 
store not only the very style you want but 
the very best quality and at the lowest price. 
Perhaps you have heard that 
FLOUR HAS GONE UP! 


We have 1,000 sacks at the same old price, 

a nol sack for the best on earth. 

ere is one of our new spring styles. How 
do you like it? We have all the other novel- 
ties also. 

I don't find anything particularly 
good about this ad and several things 
that are bad. The ad jumps too abrupt- 
ly from rubbers to flour and from flour 
to shoes. If it wasn’t for the cut of a 
pair of shoes alongside ot the last 
paragraph the reader wouldn’t know 
whether Mr. Lambert was referring to 
new spring styles of shoes or flour. 
The cut of the shoes is the only key to 
the fact that in this paragraph he is 
talking about shoes. 

If Mr. Lambert had stuck to rubbers 
in the body of his ad, and then ran a 
corner piece about flour, the advertise- 
ment would have been coherent. 

* # 
*~ 





The great Wanamaker New York 
store is open. Here’s one of its first 
effusions in the advertising line : 


TO OLD NEW YORKERS 


THIS Is 


A PERSONAL INVITATION. 








Your presence is requested at your con- 
venience between the hours of eight a. m. and 
six p.m, to see New York’s first famous store 
now under its new conditions. 

The best we can do will not be as good as 
we would like to give in return for these two 
days of kindly greeting from the best people 
of America’s greatest city. 

While the five spacious floors are loaded 
with the best makes of reliable merchandise, 
selected especially for New York sales, these 
are visiting days, and no one is under the 
least obligation to make purchases. 


It isn’t anything like up to the Hilton, 
Hughes & Co. advertising by Mr. 
Gillam. It doesn’t compare with it. 
It doesn’t compare with Mr. Wana- 
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maker’s Philadelphia advertising. 
ishy-washy. 

If Mr. Wanamaker makes a success 
where Hilton, Hughes & Co. made a 
failure, it won’t be because of this 
kind of advertising. There’s nothing 
in this ad to bring people below Four- 
teenth street. 


It’s 


#,% 


READY-MADE ADS. 

(1 do not write these ready-made ads. They are 
taken wherever they are found, and credit is 
iven to the author when he is known. Contri- 

it ads are solicited. The name 
and ad the writer will be printed, if he 

wishes it to be.—Eb. P. I.] 


For Picture sa i oa John A. Ker- 
s 


aw). 
Threatening 
to “have that picture 


framed” won’t get itdone. The easiest and 
best way to get it done, and to be sure of its 
being done right, is to stop in here, select the 
style of frame you want from about three 
hundred samples, and tell us where to get the 
Picture and where to leave it when it’s done. 

That’s all you need do—that and paying 
for it; and you needn’t pay for it if it’s 
wrong through any fault of ours. 


For Dry Goods. 


COME EARLY 


and see the cloudbur’t of economic 
prettiness in fabrics and garments 
of warm-day style and comfort 
that we are now displaying. The 
wonderful purchasing power of a 
dollar will exemplified as never 
before in every department of our 
store. 


For Hardware—(By W. B. Powell). 
How Is Your 
Gasoline Stove Acting? 











aso- 
line stoves, don’t it to the make of the 
stove. All stoves work satisfactorily if proper 

asoline is used. Does the burner give a red 

ame with little heat? Does it flare up and 
then almost die out? If so, the gasoline you 
are using is of a low and inferior grade. Try 
the White Rose Gasoline—double refined and 
double deodorized—and see the difference. 
It produces more heat and does not gum up 
the burners. [or sale by 


For Men's Furnishing Store—-(By Henry 
Holmes). 


If you are ane trouble with your 
a 





A Comfortable 
Reflection is to know that you have 


made ° ae mer wd purchase, and saved 
mone uying from us. 

Ka Rich. not gaudy,” are Shakes 
words, and they fit our new line of 
Puffs and Four-in-hands exactly. 

They are in all the new shades, and are at- 
tractive,.without being loud. 

Our stock of dress shirts is very complete 
this season, and the one we sell for $— you'll 
hardly find duplicated under $—. 


are’s 
ecks, 
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For Wall Paper—(By W. B. Powell), 
Put a 
New Face on Your Wallis. 


The season to hang wall paper is far ad- 
vanced, but if it is worth doing, do it any- 

ow. Rather than to carry over a large 
stock of this yer papers I will make reduc- 
tions that will be an object to you. 

I have sold more paper this spring and 
summer than ever before. 

I believe that I have the largest and best 
stock between Chicago and Peoria, and those 
who have — paper in either city say that 
1 am far cheaper than they. 


For Drugs—(By W. B. Powell). 
Much Sickness 


Prevails 


at this time of the year. You 
need medicine. What you buy 
of drugs should be pure and fresh. 
I guarantee my goods of best 
uality. Have your prescrip- 
tions filled here. 


For Groceries, Etc. 


An A. B. C. Lesson 


For Grown Folks. 


You probably learned the alphabet about 
the time you entered school, but, as all 
know, there are many lessons to learn in 
after life. Particularly the one of making 
money go farthest. One way to do this is by 
purchasing your Groceries, Notions, etc., of 
————, getting fine goods at low prices. 


For a Clothier. : 
Ever Been in Our Store 
On a Saturday? ° 


Well, it’s atreat just to see how we do busi- 
ness. Saturday is our big day and we make 
things hum. any a purchaser goes away 


pleased. 
That’s what we're here for—to please the 

















people. a 
Come and see us. If you can’t come ona 
Saturday come some other day. 
KRAMER & CO., 
High Art Clothiers. 


For a Bank—(By Tyler, Fogg & Co.). 
U. S. Government Bonds 


have shown great activity during the 
last year. We expect this will continue in 
the future, with a tendency toward higher 





prices. 

We shall be pleased to furnish quotations 
and make bids for bonds, by wire at our own 
expense, 





For Housefurnishings. 


We’ve Got Bargains 
to offer you in every line of House- 

furnishings, Big values at remarkably low 
prices. Bigger values and lower prices and 
a better assortment to select from than any- 
where else : 

The bargains of our great commercial 
facilities they're yours. 





Sd pe renee er 














*“DRY ROT.” 


‘Dry rot’’ is a slow and insidious 
process of disintegration by which the 
once vitalizing sap of the vigorous 
tree becomes a destructive agent in the 
seasoned timber, =a to pieces and 
destroying that which it once built up 
and made strong. It proceeds un- 
noticed and often unsuspected. Beams 
and girders afflicted by it retain their 
outward shape and form, and look as 
stout and substantial as when first put 
in place, but at heart they are dust 
and ashes, This is dry rot. It has its 
exact counterpart in business. Old 
men cannot defend what as young 
men they created. The time has gone 
by when the mere prestige of past 
success is an element of strength. In 
the fierce competition of to-day con- 
servatism is weakness and past experi- 
ence is a misleading guide. Great 
forces are at work ; every day brings 
its surprises ; old channels of trade dry 
up and new ones suddenly open. No 
capital is large enough to carry a busi- 
ness long unless it keeps step with 
progress. To achieve success is now 
possible in less time than ever before 
in the world’s history ; it is simply to 





keep ahead of the procession. To 
‘‘keep ahead of the procession” 
means to be yourself the first man to 


realize and act upon the truth of to- 
day. The building which is no longer 
adapted to your use should be instantly 
vacated; the rtner who ‘holds 
back” should bought out; the 
capital which you need for progress 
should be borrowed twice as quickly as 
the capital needed for ‘‘saving the 
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ship.” Every year teaches that the 
old, experienced man counts for less 
and less. It is not experience that is 
so much needed as courage and 
‘*drive.’’ The old, experienced fuddy- 
duddy goes to the wall ; the energetic 
hustler gets the business, and his very 
impetus pays the bills of his errors of 
judgment.—fyvom a circular issued by 
C. B. Cottrell, 


—_——— +o 
ALL OHIO MEN. 


There is scarcely a newspaper East 
or West with anything + ig wpe a 
national reputation which has not an 
Ohio man at the head of it or high up 
on its editorial staff. Whitelaw Reid, 
of the New York 77vibune, Murat 
Halstead of the Brooklyn Standard, 
Joseph Medill of the Chicago 7ribune, 
J. B. McCullagh of the St. Louis Glode- 
Democrat, M. H. DeYoung of the San 
Francisco Chronicle, William Penn 
Nixon of the Chicago /nter-Ocean, 
R. W. Criswell of the New York Aa- 
vertiser, Beriah Wilkins of the Wash- 
ington st, the late Col. John A. 
Cockerell of the New York Fera/d, 
John Brisben Walker, now of the Cos- 
mopolitan, but formerly identified with 
several newspaper enterprises, David 
G. Phillips of the New York // ordd, 
W. D. Howells and Judge Tourgee, 
all-around writers for the press, are but 
a few of the Ohio men who are now or 
have been recently prominent newspa- 
per workers who ‘‘enriched the litera- 
ture of the whole country.”—Ohio 
Newspaper Maker. 








oO 
A FEw well displayed lines are more 
effective than crowded lines of type. 








THE direction tag here pictured 


represents the idea of a sporting publisher 
of what constitutes'a good business-bringing advertisement for his paper. 
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The 


Cincinnati 
Commercial 
Tribune 


Guarantees to advertisers, except on 
Sundays, twice the circulation of any 
other morning paper in Cincinnati. 

It is recognized as the leading Re- 
publican paper of its State and of the 


Ohio Valley, and sells a greater number 
of copies daily than any other morning 
newspaper published in the Central 
Western States outside of Chicago and 
St. Louis. 

Its full and complete news reports, able 
editorials and entire freedom from all 
objectionable matter have made it the 


FAVORITE FAMILY NEWSPAPER 


of its section. It is also the only two- 
cent morning paper in its territory. 


Sample copies, advertising rates or other information on request. 
J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 

31-32 Tribune Bidg., New York. 1320 Masonic Temple, Chicago. 
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COUNTRY ADVERTISING. 
By Miller Purvis. 

A friend of mine who did business 
in a small town once asked me to help 
him write an ad for his store. He kept 
‘a full line of staple and fancy gro- 
ceries, selected with the greatest care, 
and sold at the lowest possible price,”’ 
and also paid ‘‘the highest price for 
the country produce,” as he had been 
telling the people for a long tithe. I 
went over to his store one day, and 
we looked the stock over as thor- 
oughly as possible, and we got up an 
ad in which ‘‘staple and fancy grocer- 
ies’? were not mentioned, but we did 
mention that he was selling sugar at a 
price that lost him a fraction of a cent 
on every pound he sold. His com- 
petitors knew he was selling that 
sugar for less than cost, and after -his 


ad appeared they met him in the cut, . 


but he had got the ad in the paper 
and the others must wait a week be- 
fore they could give a similar notice 
of the reduction, and by that time 
we had selected something eise for a 
drive, and we kept that plan up for 
months, and business grew all the 
time. The ads we wrote were not 
models of beauty, I am afraid; they 
were not symmetrically balanced by 
being built in pyramids of words, or 
running the names of a lot of articles 
slantwise across the double columns 
used, but we told nice little stories 
about some particular line each week, 
and put the price on everything men- 
tioned that was a real bargain, and 
dealt with glittering generalities where 
his prices were no lower than those of 
others. The printer was inclined to 
find fault about the extra composition 
every week at first, and he made derog- 
atory remarks about the appearance 
of the ads when we got a proof. but 
we held on our way and were satisfied 
to have the pull. 

When merchants begin to carefully 
construct their ads and find that it 
pays to buy space as a business invest- 
ment, then and not sooner our country 
papers will lose their stereotyped ap- 
pearance and begin to be pleasant to 
look at and interesting to read, for the 
good advertising patronage will stir 
the editors up to making a better paper 
to prevent some other man from starting 
opposition, and increased circulation 
will bring better returns to advertisers, 
and in the end everybody from the 
editor to the reader will be benefited, 
and the advertiser most of all. 


33 
A CHEERFUL MANNER. 


A cheerful manner is an invitation. . 
It says: ‘‘Step up to the counter and 
you'll be treated fairly.” It says: ‘‘I 
would like to sell to you, and am 
confident that you will be pleased with 
your purchase.” It suggests an easy 
conscience ; and if the conscience of 
the seller is easy the goods must be 
right in quality and price. It appeals 
to the universal preference for smiling 
instead of frowning ; it appeals to that 
sentimental side of human nature 
which abounds with ‘‘ good-will to all 
men.” It is the ‘‘touch of nature” 
which ‘‘ makes the whole world kin.” 
—Keystone. 


a nee 
THE VALUE OF A LAUGH. 


Mrs. Stowe called us a ‘‘laughter- 
loving people,” and other observers— 
notably the late Professor Boyesen— 
have often remarked this characteristic. 
The advertiser who can bring to his aid 
the force of a delicate and refined hu- 
mor—such, for instance, as prevails in 
the Rogers-Peet ads—is fortunate. A 
laugh puts the reader in a receptive 
mood, ready to listen to whatever else 
may be forthcoming.—O. Herzberg, in 
Profitable Advertising. 


San Francisco will drink 
twice as much tea when it 
gets to drinking tea that's 
three times as good—that’s 
Schilling’s Best—and the 
way to bring it about is to 
give them the tea. 

_ Every grocer can double 
his trade—he needn't wait 


for the rest. 
a samyeSa 





THE foregoing advertisement is one 
of a series of tea advertisements now 
appearing in the San Francisco papers. 
They are written by Mr. J. E. Powers’ 
son, and are in the well-known Powers 
style. It is said that they have edu- 
cated people to ask for ‘‘Schilling’s 
Best,” instead of merely asking for 
‘*tea,’’ and to have greatly increased 
the sale of these teas on the Pacific 
Coast in consequence. It is probable 
that the advertising may be extended 
to general mediums, 
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**REPRINTED BY REQUEST.” 

Several years ago when the editor of a 
Chicago daily was running a country weekly 
down in Indiana he had occasion to go to the 
Hoosier capital on the day before the regular 
weekly issue. Calling in the office “ devil” 
he said: 

** Jim, I'll have to let you get out the paper 
to-morrow, as I’m going away. There is 
pear of matter in type now, so all you'll 

ave to do is to make up the forms and go to 
press. If you should need any more stuff 
you may run the long editorial on the tariff 
which I printed last week and preface it with 
the words ‘ reprinted by request.’ ”’ 

Two days later the editor returned to find 
everything moving along nicely, and the 
“devil” flushed with the success of his ex- 

rience as editor pro tem. 

“* Everything went like clockwork, sir,” he 
said. “ It was as easy as falling off alog. I 
et to use your editorial again eee to 

up.” 

And he youniiy displayed a paper which 
had in the middle of the first page the old, 
familiar editorial, with the explanation in 
black-faced type: “* Printed again by the re- 
quest of the editor.”—Chicago Times Herald. 


ee 

THOSE ASTOUNDING ADVERBS. 
One evening a gentleman came home = 
i ad 
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REQUISITES TO SUCCESS. 

What is called “ luck ” may favor individ- 
ual success sometimes, but it will be found 
that neither good nor bad luck have much to 
do with the success of a newspaper. Intel- 
ligence, energy, application, courage and 

igh aims are required.—Canadian Free- 
man. 

a ee eres 
NOT THE TURKS THIS TIME. 

Aire (reading) -““War to the knife! 
terrific slaughter! No mercy shown !”’ 

Mae—Oh, dear! what have those wicked 
Turks betn doing now ? 

Alys—Why, you foolish girl, it’s only the 
advertisement of the new department store. 
mathe preiad ore ae 
REASON TO BE, 

“Why are you looking so glum ?” asked 
the first author of the second. 

“I sent a manuscript to a measly editor, 
marked ‘ at your regular rates,’ an he sent 
| it back with a schedule of his advertising 

prices.” — Town Topics. 


A 


THE WOODS FULL OF THEM. 
“We are in need of an editor,’’ said the 
—.,. I’m afraid to advertise.”’ 


“* Because I don’t want 15,000 men block- 
jing the doors before breakfast.’"—Atlanta 





a budget of news. An acq 
failed in business. He spoke of the incident 
as “deliciously sad.’ He had ridden up town 
in acar with a noted wit, whom he described as 
* horribly entertaining,” and, to cap the cli- 
max, he —— of the butter that had been 
set before him at acountry hotel as “ divinely 
rancid.”” The young people stared, and the 
oldest daughter said: “ y, papa, I should 
think that you were out of your head.” ** Not 
in the least, my dear,’’ he said, pleasantly. 
“I’m merely trying to follow the fashion, I 
worked out ‘divinely rancid’ with a good 
deal of labor. It seems to me rather more 
effective than ‘awfully sweet.’ I mean to 
keep up with the rest of you hereafter. And 
now,” he continued, “let me help you to 
a piece of this exquisitely tough beef.” Ad- 
verbs, he says, are not so fashionable as they 
were in his family.—Boston Post. * 





NEWSPAPER AND MAGAZINE NAMES 
ILLUSTRATED. 


ry 
L4H 





“ HARLEM LIFE.” 


— + 
UNFITTED FOR BUSINESS. 

“ What is your present circulation?” 

“1 would & glad to let you know, sir, but 
unfortunately our circulation affidavit-maker 
has just experienced religion.’’—Cleveland 
Plain Dealer. 


a ee 
IT WAS HEAVY. 


Up North a boy is suing a newspaper for 
damages. A copy of its Sunday edition fell 
on him and loved him for life.—Atlanta 
Constitution. 

++ ——_ 
OUR ELASTIC LANGUAGE, 

Successful Writer~—I get all my checks 
from editors. 

Uns«ccessful Ditto—So do I.—Detroit Free 
Press. 


ARRANGED BY STATES. 
Advertisements under this head 50 cents a line. 
Must be handed in oue week in advance. 


CALIFORNIA. 


OUTHERN CALIFORNIA’S matchless paper, 
Los Angeles Trars. Circ’n over 18,000 daily. 














MICHIGAN. 


r [HE Owosso, Mich., RECORDER is delivered by 
P carriers once a week to 2,000 homes. A proi- 





for your use. 


MISSOURI. 


C= the flieid - St. Joseph HERALD—8,000 d., 














8,000 S., 9,000 w. LA ITE, New York. 
G AZETTE, West Plains, Mo., lending paper in 
¥ co . Best farming and fruit-growing 
district in West. Write for rates. 





NEW JERSEY. 


[HE real estate page in the Red Bank REGISTER 
ves all sales of real estate in Monmouth 








County, all contracts for building and much 
similar news. Everybody reads it. 
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4 THE TIMES ts the be if 1 
] me paper of Seattle’s 60,000 





Sets afternoon daily, the Tues, has 
the largest c circulation of any evening paper 
north of San Fra 


bo nob aia 












































NEW YORK. 
enANTON LEADER. 
Rmesarne LEADER, the tea table favorite. 

INGHAMTON LEADER, leading afternoon 
| paper and the teats family 

MTON LEADER, the home paper, filled 
[3 ruil o = Hocaland t legitimate beller| 
no fake f ut a | paper 
oe the confidence of its 
I INGHAMTON LEAD first - —¥ peony 
aipernecn peer. M important daily in 
that ci! and confi- 
dence 01 readers and advertisers alike, nom at 
home Ave erage Grouiete on covering 
every 7 Daily, 8,7 Weekly, 6,600. More 
co. weekly than the other Binghamton 
SSBC ROWNCY, ade het. Fortes Advan 
tising, New York and Chicago. 
NORTH CAROLINA. 
Nt! SERS want the best. The Charlotte 
News has the circulation of any 
inet paper, and the KLENBURG TIMES 
the largest circulation of an eekly paper, in 
» ‘population over 50,000. 
— so. Rates are 
Dowd , publisher, Charlotte, N.C. 
OHIO. 

EADING daily and week pers in Eastern 
L Ohio. tim Vororcaton, Youngsto wn, 8,400 
d., 8,400 S.,6,000 weekly. TR New New ¥ York. 

PENNSYLVANIA. 
NTELLIGENCER, Doylestown, Pa. Oldest 
al in the county—weekly established > 
1 stanchest rs in the 
their home ; 
rs in the county, 
matter nor patent 
circulation. PAS- 


-- ¥. the md journals o 

only exclusively home-made 

peti oy Send for for map s showing 

CHALL & CO., Doylesto 
TEXAS. 

G ALVESTON TRIBUNE. 

(j4LVESTON TRIBUNE, a money winner. 

G ALVESTON TRIBUNE, the most influential. 


; 














J ALVESTON bar ee = rosperous and pow- 
G44 Leads th: o afternoon procession > 
Tiny SSTON TRIBUNE makes money tor it- 
self and will make it for you. ee oe | 
up to date, with all modern mechanical 
ances. A live paper for live people. 
Gatos TRIBUNE, every copy come, 
circulation larger any newspa) 
in Texas. A dividend-payi od 


Se ie m =m, 
by the brains and capital — 











mce ‘Ousle > Editor. 
ith Spec. Ag’cy, sole agente. 


VIRGINIA. 








Lm 


tion ; establish Soles 
weekly, 3,000, oot fae 


Sunday, 8 = 

r 
west Of Richmond. H. Dz. °LACOSTE. 38 vance 
Row, New York, Manager Foreign Advertising. 





WASHINGTON. 
GQEATILE TIMES. 








he ‘| Lynchburg NEWS { 


ere NEWS; eos: morning ns 4 - any d. 





GBS ee ee nent. 











. 38 Park ‘Boe, ie New York, 
CANADA. 
86.06 0 4 line are DESDARETS Aad Agens, looms, 








Displayed Advertisements. 


50 cents a line; $r0o a # @ page; 25 per cent 
extra for Specified position—tf granted. 
Must be handed in one week in advance, 


STAMES EOF FORCES BRM Sem re. 
2,600 D. & 8. 
8,000 Weekly. 











cool TAXON AGENTS, 





o Fi Rg jolph Building, 

pe KANSAS 
Cireulation “oe larger circula- 
— aes fps ay Bide” 


a ess, 
Chicago, Ill., Western Agent. 


The Evening 
~~ Journal, 


JERSEY CITY, N. J. 
Average Daily Circulation for 1895, 
14,362. 


Guaranteed by American Newspaper Directory. 


R-I.P.A-N-S 


Packed Without 
|___—s_—TEN FOR FIVE CENTS. 
This special form of Ripans Tabules is prepared 


from the o' prescription, but more econom- 
iontty put up for the f 














time or whenever you feel ri] 
whole. with or Without & mow! water. 
induce slees profone ie poy F—F 
im mee 01 e. An invalua mic. 
Best & “4 ine No matter what’s the 
matter, one will ‘a0 you One a cepa 
a cure will result if directions are follow 
The five-cen yh are not to beh had of 
all de dealers, although it is le that almost 
will o! ey when requested 
by a customer to do so ; but case a single 


carton, contai tabules, will be sent, post- 
age paid, to any address for five cents in stam; 
forwarded to the Ripans Chemical 
ork. Until the goods 


d will 
them a fair — of t, 
tons for 40 conte mall 45 


ns) 
carto! » fo 52. cartons) for 
100. xe a) for 40.8.” rt ~45 nt om aoa 

hE EA the buyer’s cost. 
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Advertise 
Now! 


BUSINESS IS 
WHOOPING ALONG! 
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} gigas seein 


From Ocean 
To Ocean 


Pad 


The Union 
Gospel News 





BAA 


To reach the residents of 
Albany and vicinity 
Finds its Wav 


: : 
seedling deevennts of tasee> : USE 
= en $iTHE ARGUS 
d : 

3 


Advertisers know its value. 
Published a Thursday. 


Write for rat (Daily, Sunday and Semi-Weekly) 
The largest and best papers 
published at the Capital City 


Add of the Empire State. 


Rates, sample copies, etc.,on 
application. 


Union Gospel News, 
Cleveland, Ohio. 


THE ARGUS CO,, 
Broadway and Beaver Street, 
ALBANY, N. Y. 


hh he nn ne a eee ee 2 


Good AD 
coon MEDIUM 
You furnish the Good Ad. COMMAND RESULTS. 


We will syouty the Ge the Good Medium. 


THE HOUSEKEEPER. 


The Oldest “ Domestic” Magazin 
TWENTY PAGES SEMI- ‘MONTHLY. 


MORE THAN 100,000 WOMEN TAKE IT. 
They believe in it; love it; are guided by it. 


Circulation Rates Corresponden: 
Guaranteed 4 Reasonable 25 Solicited - “3 

















The Housekeeper Corporation, Minneapolis, Minn. 
CHICAGO : NEW YORK: BOSTON : 
Boyce BUILDING. 401-2-3 TEMPLE CourT. 55 EQUITABLE BUILDING. 


W. J. KENNEDY c._E. ELLIS, E. R. GRAVES 
IN CHARGE. Manager. IN CHARGE, 










GODEYS 


MAGAZINE. 


Advertising forms for the January 
number close December 1st. Do not 
miss this issue. It will be a special 
Holiday Number of great beauty 
and interest and large sales are an- 
ticipated, 








December number is on sale at 
every first-class news-stand in the 
United States and Canada. Buy 
it—take it home. Ask your wife 
what she thinks of it. 





Guaranteed circulation for 1896, 
one million copies. 


Send for rate card. 


THE GODEY COMPANY, 


52 Lafayette Place, 


NNO NLL AL A ALL 
PALL IIOO 


New York. 
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INK. 


“D0 YOU PUBLISH 
1 NEWSPAPER ? 


Are you keeping a record of your 
issues ? 

Do your actual issues average more 
than a thousand copies? 
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If so, you can have the exact figures 
inserted in the American Newspaper 
Directory for 1897, showing the actual 
average issue or sale during the entire 
year 1896. It will cost you nothing— 
provided you furnish the requisite in- 
formation, duly signed and dated, and 
in a form that will insure the informa- 
tion being definite. 

Circulation statements to insure at- 
tention should cover every issue in 
1896, and be sent in not earlier than 
January 2d or later than January 16th, 
1897. 

All communications should be addressed 
Editor AMERICAN NEWSPAPER 
DIRECTORY, 
to Spruce Street, New York 





































GRAGRAGR LG RAG RAG NAGA BEES GRIEG AGEAGRAG AGRA G RED N GR 
IRN NOONE NON OR OR ORR ER REIN 
ewe WV ° Gee 
SB YN 
2 Women Will Shop © 
Ag ; fas 
SR Brooklyn women are no exception to ex 
S54 ae 
SR the rule. They read the + 2% ex 
wen FAS 
ae ex 
224 is 
Sy Wao 
SY} iON 
a a 
RD) Sy 
$3 before starting on their shopping bee 
. ‘ ‘ Bh 
3 tours because their faith in the paper Ss 
z ‘ . ‘ ‘ 4 
Ss strengthens their faith in its adver- eo 
b . é 4 
3 tisers, Have you anything to sell SS 
SV4 
3} that women want? If you have— SS 
3 ‘ Zi 
Sa enough said. & et SF tH SH SH SS 
Syme ca Wensey VINE LALIT AVIA NUTINI NERS TNR w 
SNC OOO 
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THE SHREWD 
BUYER figures closely, 





“New England's Family Paper.’’ 





























THE 
' not on the amount of money 
Port all ranscrl t he has to spend, but on fhe 
results he obtains for it ! 
Prnstieatat.| oocad aanene He is shrewd who buys a 







vertisers will 23,000 ‘sNew 
. each week. 99 
appreciate the| 5 saver taements Model 
ron 





force of these | oh'ail of which read for his 


ing matter also ap- 
pears. 






Newspaper and a 





facts. 



















8. The amount of 
advertising seldom 66 9 
exceeds 13 columns. Century 
4. Under these con- Pony 





ditions no advertise 

ment can t poor 

sition. A large ma- 

ority must be next 

pure reading matter. 

The advertiser who has something to 

sell that New Englanders want needs our 

— An ad in the TRANSCRIPT is seen, 
and answe: 







for his Job Room, for they 

will produce better work and 

more of it in less time than 

any other machines. 
Campbell Printing 
Press & Mfg. Co. 


6 Madison Avenue, New York 
334 Dearbora Street, Chicago 


PODIDIDODREIDODOD# 
When in Doubt 


About Peoria’s Papers 










TRANSCRIPT CO., 
Portland, Maine. 

















but an advertiser can hardly 
be in doubt while . 


The Peoria Transcript 


Lives and prospers. 





Prosperous papers help advertisers to 
prosperity the world over. 


 Mebed bd hb heb hd 


THE TRANSCRIPT CO. 
150 Nassau Peoria 
New York Ills. 


ID ID IO DAMADIDIGG LOD #7 
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SSSM 
4 
é . | 
. An Advertiser ; 
g Can now reach as many or more lowa 
4 readers by using ....... 
y ¥ 
k j % 
: THE DES MOINES ——it=— ; 
DAILY NEWS | 
é y 
| lia 
y As he can by using any three other lowa dailies. % 
@ Duplication of circulation can not enter into the % 
y} sworn average (printed and sold during October 
és 1896) of 15,601 per day. 
Sworn average for six months ending October 31, 
p 1896, 15,295. 
4 THE DAILY NEWS, Des Moines, towa. 

/ 

Loose wx CSSSCLOGSSOHHOER CSSSSEOES GEL SSOOGOOVOOLGHIHVE 












{= GRAND RAPIDS 


> DEMOCRAT © 


Leading daily paper in 
g Michigan (outside Detroit). Z 










Chicago: New York: 
C. Geo. KroGngss, H. D. La Coste, 
Marquette Building. 38 Park Row. 
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ce te ee eee ee we ee 


PRINTERS’ INK. 





Do you know how to pronounce 


PIQUA ? 


It is not pronounced 


PE-QUA 
PIKE-WAY 


nor 


PIKE -WAH 








PICK -A-WAY 
but 


PIK-WA 


With the accent on the 
first syllable and 
a short i. 


THE PIQUA 
DAILY CALL 


IS THE LEADING 
DAILY PAPER. 
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From 67,000 1, ! 


197,000 


Copies every day was the wapeue 
record made by : a: 


Ah he hh hh a “a 


Arrer 
Veereneye 





« 


Arr 
Venere 


——THE— 


CHICAGO DISPATCH 


By JOSEPH R. DUNLOP 


ba a te te te he te te te 


During the last 40 days of the recent campaign. $ 
It is recognized by all as the 


; FAVORITE AFTERNOON PAPER 


of Chicago, because it has the most thorough 
‘ and complete service, the most able staff and 
a larger clientele than all of the other after- 
noon papers of the city combined, save one. 


: It pays to advertise in such a paper. 


> EASTERN OFFICE: HOME OFFICE: 


517 Temple Court, 5-17 Fifth Ave., 
: NEW YORK. CHICAGO. 





~~ 
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STCVVVSVSSSSSSSSSSSSESSSSSSSSep 
The home-read so The 
paper is Cleveland World 


is a 
home - read 
paper. 


the best medium 
for 
advertisers. 


SBVsesoesoesveen 


; 
; 
: 
Se 
; 


BSOtO888888 


Those who read the 


Cleveland World 


have money to spend 


THE CLEVELAND WorLD does 

a... depend upon street sales 
for its circulation. It is de- 
livered by the Wor Lp’s own 
carriers to the homes of the 
people. Catering as it does 
to the best and buying classes, 
it is a valuable medium for 
advertisers who desire to reach 
women and the home. 


> 9 ttt tt tt th hh hha aa nannnnnnnne 


The World Publishing Co., Cleveland, O. 
Robert P. Porter, President and Editor. 
Leonard Darbyshire, Business and Advertising Manager. 


0 titi tt th hp hp hp hh hh aan nannnnnnreen 


ie tae ort a caiiainal oO a la ela tect 
ome “ae . Ta ~ Ji = my 


| tt tt tt ty te te eS 
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Utah, : 
Idaho, : 
Montana, “4 
Nevada, a 
Colorado, 4 
Wyoming, 


covered by the 


Salt Lake... 
Tribune 


$12.00 per year the 8 | 9 the sworn 
Subscription Price circulation. 


This shows the high 
class of readers of. . 


...0f the West... 


THE SALT LAKE TRIBUNE. 


WSSSSSSsE€ee 
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The Golden Harvest 





Mit — 


Reach over 100,000 


American Homes, by Advertising in 


THE NATIONAL TRIBUNE, 


Branch Office, 66 World Bidg., 
New York City. e_ WASHINGTON, D. Cc. 


BYRON ANDREWS Manacer. 
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Increasing 
Daily ! 


The past few months have been considered the 
dullest ever seen in the ink business, but I can proudly 
say my business has increased over forty (40) per cent in 
the last five (5) months compared with the same months 
of last year. My orders received were as follows: 





1895. 1896. 

MS Ss ka Ss 548 850 
Se 564 865 
August, .... 649 823 
September, . . 592 897 
October, .... 746 937 
Total, ... 3,099 4,372 


The above table shows an increase of 1,273 orders 
received this year, during all the hard times. Every one 
of these orders was accompanied by the cash, otherwise I 
would not ship the inks. This only proves that my system 
of selling ink in small quantities is meeting with great suc- 
cess throughout the whole country. 

I match any job ink under the sun for 25 cents a 
\¥%-lb. can., with the exception of Carmines, Bronze Reds 
and Fine Purples. For these I charge 50 cents a \4-lb. 
can. My News Ink is the best in the world, and is sold at 
4 cents a pound in 500-Ib. barrels, and at 6 cents a pound 
in 25-lb. kegs. My terms are cash with the order. My 
warranty, that my goods must be found as represented, 
otherwise I buy them back. Send for my catalogue. 


Address 


Printers Ink Jonson, 
8 Spruce Street, New York. 
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It’s More Fun.e.# 


piling up money than sticking to an ex- 
ploded fallacy. 

A good many years ago newspaper ad- 
vertising was unquestionably much better in 
its results than Street Car Advertising. 

But now we have business methods ap- 
plied to 


STREET CARS.#.% 


Well-lighted, curved racks, readable 
cards, full time display, by which you can 
reach more buyers than you ever could before, 
and know what you are paying for. If we 
cin tell you more, we will. Write us, 


B Diatad 


GEORGE KISSAM & CO., 
253 Broadway, New York. 
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A 
Far Away 
Look 





Comes into the eyes of the man who has 
spent $3,000 a month on other advertising 
for some time, and then gives $1,000 a fair 
trial in the : Ss. 3. &.4,.% 4% 2 








treet Cars 


He thinks: “If the proportionate returns 
are the same right through, I might have 
made more money than I have.” 








So he might. What’ll you do? Write us. 
Perhaps we can help you. 


GEORGE KISSAM & CO. 


253 Broadway, New York. 








SS 





or a - PRESET ERNE SNORE ia 
= Sean ea, : 
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For a 
Check for $20 























WE WILL PRINT .... 
TEN AGATE LINES IN 


ONE MILLION 
ISSUES 


OF LEADING AMERICAN NEWSPAPERS 
(OUR OWN SELECTION), 


and complete the work within ten days. This is at the rate of only one-filtr 
of a cent a line for 1,000 Circulation! The advertisement will appear in but 
a single issue of any paper, and consequently will be placed before One Million 
different Newspaper purchasers—or FIVE MILLION READERS, if it is true, as 
is sometimes stated, that every newspaper is looked at by five persons on an 
average. ‘len lines will accommodate about 75 words. One million issues 


for $20 





The Geo. P. Rowell Advertising Co. 
Established 1865. 10 SPRUCE STREET, NEW YORK. 














